AND  ALLIED  INDUSTRIES 


XKtY  JOURNAL  Of  THE  CANNING 


has  answered 


inquirers 


9  rirst  we  analyzed  more  than  one  hun¬ 
dred  thousand  letters  received  asking 
questions  about  canned  foods.  The 
CANNED  FOOD  HANDBOOK 
was  then  published  to  answer  the  37 
questions  asked  most  frequently.*  Over 
401,459  of  these  convenient  HAND¬ 
BOOKS  have  been  mailed  to  date  in 
response  to  requests.  It  is  an  army  of 
printed  salesmen  helping  to  sell  more 
canned  foods! 

*(/lll  answers  approved  by  the  Council  on 
Foods  of  the  American  Medical  Association) 
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CAMERON  BUILDS  VACUUM 
CLOSING  MACHINES  FOR  BOTH 
ROUND  AND  SQUARE  CANS 

Resourceful  Canners  are  improving  their  pro¬ 
ducts  and  reducing  costs 
canning. 

The  machine  shown  above,  the  No.  158 
Vacuum  Closing  Machine  for  round  cans,  has 
a  pre-clinching  device,  for  sealing  liquid  pro¬ 
ducts  without  spill. 

Makers! 


CAN  MACHINERY  CO. 

740  NORTH  ASHLAND  AVENUE 
CH\CACO  ILLINOIS 


through  vacuum 
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The  HAYNIE 

TOMATO  SCALDER 


Will  turn  out  a  nicer  pack  of  tomatoes,  yet,  a  tre- 
memdous  savins  in  stock,  steam  and  water  by  ap¬ 
plying  just  the  right  amount  oF  scald  to  tomatoes 
of  the  various  degrees  of  ripeness. 


SPECIAL  FEATURES  permit  positive  control  of 
steam  and  water  at  both  the  feed  and  discharge 
ends  ofScalder,  as  also  the  flow  of  water  thru  the 
machine.  A  regulator  keeps  the  water  thruout 
at  uniform  temperature,  so  that  stock  is  scalded 
just  enough  rather  than  the  usual  ^^hit-or-miss^^  met¬ 
hod.  Seasons  of  severe  operating  tests  assure  to 
the  user  a  uniform  temperature  of  water,  minimum 
scalding  time  for  tomatoes,  separation  of  party  ri¬ 
pened  stock  for  a  longer  period  of  scalding,  and 
the  use  of  a  minimum  amount  of  water,  steam  and 
power  for  operation. 


The  HaynieTomatoScalder  is  of  all  steel  and  weld¬ 
ed  construction.  Special  clean  out  doors  at  either 
end  make  for  ease  of  cleaning  and  sanitation 


Read  Mr.  W.  L.  Wheatley*s  testimonial. 


W.  L.  WHEATLEY 

Packer  Of 

‘‘Wheatley  Quality  Canned  Foods" 

FEDERALSBURG,  MD. 

A.  K.  Robins  &  Co.,  November  29,  1938. 

Baltimore,  Md. 

Gentlemen: 

Perhaps  you  would  be  interested  to  know  my  comments  on  the  Haynie 
Tomato  Scalder  I  purchased  and  used  this  past  season.  It  accomplished 
more  than  you  claimed  for  it.  In  the  first  place  I  am  confident  I  saved 
the  price  of  it  in  fuel.  One  can  scarcely  realize  the  saving  of  steam 
over  the  old  style  steam  scalder  using  a  continuous  stream  of  steam 
against  the  steam  to  operate  the  Haynie.  And  while  I  cannot  state 
definitely  about  the  increased  yield  of  cans  per  basket,  yet  I  am  confident 
I  had  one  can  per  basket  greater  yield.  The  skin  comes  off  as  thin  as 
tissue  paper  and  the  tomato  inside  one-eighth  of  an  inch  from  the  surface 
is  as  cool  as  before  it  goes  in  the  scalder. 

I  have  no  hesitancy  in  recommending  to  anyone  that  this  scalder  is 
not  an  expense,  but  an  investment. 

Yours  very  truly,  (Signed)  W.  L.  Wheatley. 


merits  from  modern  plants  conveniently  located 
from  Coast  to  Coast. 

Looking  after  your  interests  is  a  group  of  men 
long  experienced  in  the  Industry,  well  prepared  to 
give  you  sound,  practical  advice  and  assistance. 

When  you  have  a  problem — write,  phone  or  wire 
Continental.  We’ll  come  to  your  aid  immediately. 


■  Whatever  your  problem.  Continental,  with  its 
tremendous  resources,  offers  every  facility  for 
greater  service  .  .  .  cans  of  highest  quality,  plain 
or  enamel-lined,  the  result  of  33  years  of  long  and 
intensive  development  and  research — aid  in  all 
canning  problems  thru  progressive  research — 
many  different  styles,  sizes  and  speeds  of  efficient 
closing  machines — and  unusually  prompt  ship- 


NEW  YORK  .  CHICAGO  •  SAN  FRANCISCO  •  MONTREAL  •  TORONTO  •  HAVANA 
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EDITORIALS 


QUESTION! — The  whole  subject  of  this  PRICE 
BUREAU  is  presented  this  week,  so  that  all 
who  run  may  read;  for  you  have  the  Pros  and 
Cons  as  literally  as  the  writers  expressed  themselves, 
and  it  makes  very  interesting  reading. 

And  now  we  call  for  the  “question”  and  the  vote. 

But  before  you  vote,  expressing  your  own,  individual 
opinion,  take  this  into  consideration :  to  expect  or 
demand  unanimous  co-operation  on  the  part  of  every 
canner  not  only  lays  the  question  on  the  table  (kills  it) , 
but  it  does  not  take  into  consideration  the  very  com¬ 
plete  change  which  has  come  over  the  canners,  as  a 
body,  as  compared  with  the  earlier  days.  Then  we 
could  say  truthfully  that  “canned  foods  are  never  sold,” 
but  today  there  are  evidences  on  hand  from  all  sections 
that  many  canners  are  selling  their  products.  They  are 
spoken  of  as  leaders  in  the  industry,  and  naturally  so, 
but  their  ranks  are  being  added  to  every  day,  for  des¬ 
peration  is  forcing  many  to  actions  they  never  con¬ 
sidered  before  (because  they  left  everything  to  their 
agents) .  As  a  consequence  they  are  studying  the  mar¬ 
ket  and  they  welcome  every  definite,  reliable  indicator. 
What  could  be  more  helpful  than  a  record  of  what 
other  canners  are  doing:  as  to  the  size  of  sales,  and  as 
to  the  prices  obtained?  Merely  because  every  single 
sale  made  by  every  canner  is  not  included  does  not 
negative  that  information.  The  widespread  interest  in 
this  question,  from  Coast  to  Coast,  is  evidence  of  that 
aroused  merchandising  drift,  and,  mark  our  words, 
nothing  will  stop  that  growth  towards  the  time  when 
canners  will  see  that  the  most  important  thing  about 
canning,  is  the  selling  of  the  goods.  The  School  of 
Better  Merchandising  —  Better  Selling  —  is  in  session, 
and  every  canner  is  today  a  student,  or  soon  will  be. 

Turn  back  to  your  copy  of  The  Canning  Trade 
for  last  week — February  13th — and  under  the  Weekly 
Review,  re-read  the  prices  quoted  by  canners  who  are 
even  now  reporting  to  us;  and  can  you  say  that  such 
information  is  not  helpful  in  formulating  your  ideas  as 
to  market  prices,  and  the  extent  of  sales  ?  And  as  this 
is  being  written  comes  a  letter  from  a  man  whom  we 
know,  and  who  is  first  a  salesman  and  then  a  canner, 
but  who  for  reasons  we  also  fully  appreciate  does  not 
care  to  have  his  name  used,  and  he  says : 

“Since  the  1st  of  February,  I  have  only  sold  100  cases 
of  No.  2s  standard  tomatoes,  for  which  I  received  671/2 
cents  per  dozen,  f.  o.  b.  Indiana.  You  see  from  this  that 
it  is  possible  to  find  buyers  who  are  willing  to  pay  more 
than  the  market,  provided  they  get  good  quality.” 

It  is  true,  of  course,  that  this  PRICE  BUREAU  can 
serve  only  for  the  staples  in  vegetables  and  fruits,  and 
possibly  in  fish,  as  specialties,  luxuries  and  products 


which  show  the  touch  of  the  chef  in  particular  prepara¬ 
tion  do  not  need  such  service,  at  least  in  the  beginning, 
until  it  has  become  a  fixture  and  a  definite  market 
guide,  if  it  ever  does. 

And  there  is  the  question.  We  would  like  to  have  as 
many  as  possible  volunteer  pledges,  which  you  intend 
to  live  up  to,  to  report  each  week  if  you  have  made 
sales,  with  the  prices  and  conditions  truthfully 
recorded,  and  that  you  will  continue  and  not  stop  as 
soon  as  the  better  market  condition  has  been  reached. 
Don’t  consider  this  BUREAU  as  merely  an  expedient 
during  times  of  distress  or  market  demoralization. 
Resolve  to  make  it  a  permanent  fixture,  to  the  end  that 
you  may  always  have  such  definite,  dependable  prices 
as  a  Commodity  Exchange  now  furnishes,  and  which 
this  BUREAU  can  furnish  if  it  is  consistently  sup¬ 
ported  by  a  good  percentage  of  the  canners.  And  learn 
to  use  it  in  that  way;  to  go  back  to  it,  as  the  farmer 
goes  to  his  daily  paper  to  find  the  day’s  market  prices 
on  eggs,  butter  or  whatnot.  If  it  is  once  established  in 
that  manner  it  will  be  difficult  for  your  market  enemies 
(and  we  use  that  term  politely,  only  as  indicating  the 
other  side  of  all  trading)  to  ever  again  stampede  canned 
foods  prices  as  they  have  this  past  year  in  particular, 
and  as  has  become  a  custom  over  the  years,  in  fact. 

To  repeat  once  more:  we  believe  it  is  possible  for  us 
to  act  as  your  Clearing  House  on  prices,  without  any 
possibility  of  interference  from  the  Government  or  any 
law.  Once  established  that  can  be  made  a  power  in  the 
marketing  of  canned  foods.  The  more  prices  reported, 
and  dependent  upon  the  truth  and  honesty  of  those 
reports — and  self-interest  will  insure  that  as  well  as  the 
fact  that  the  old  superstition  about  fooling  the  buyers 
has  long  since  died  out — the  better  the  service,  and 
the  more  it  will  permanently  draw  canners  to  always 
consult  these  prices  before  selling.  When  that  day  has 
been  reached,  the  going  will  be  easy  for  every  canner 
and  for  us. 

There  is  not  intended  in  this  service  any  weekly 
statistical  record  of  the  amount  of  canned  foods,  of  any 
kind,  on  hand.  Nor  are  we  going  to  drop  our  customary 
market  reports  in  which  we  point  out  the  trend  of 
markets  and  prices,  and  comment  upon  statistics  and 
their  indicated  possibilities.  In  other  words  this 
BUREAU  is  an  extra,  and  none  of  our  accustomed  ser¬ 
vices  will  be  dropped  on  account  of  it.  On  the  contrary 
we  will  be  better  able  to  serve  you  because  of  the 
information  the  smooth  working  of  this  BUREAU  will 
afford. 

Those  serving  this  industry  might  note  the  position 
of  The  Canning  Trade,  as  demonstrated  in  this 
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unprecedented  nation-wide  interest,  and  co-operation. 
To  say  the  least  it  is  most  impressive — or  should  be. 

The  one  vote  we  ask  for  is  that  you  co-operate,  and 
agree  to  send  regular  reports  of  your  sales,  and  con¬ 
tinue  to  send  them,  week  after  week.  We  are  giving 
you  a  page  of  such  reports,  this  week,  and  it  may  serve 
as  a  guide. 

SAMPLE 

THE  CANNING  TRADE  PRICE  BUREAU 

HE  following  are  some  of  the  prices  that  have  come 
to  our  desk  since  this  Bureau  was  first  proposed. 
Some  of  these  have  appeared,  but  others  are  new, 
and  it  will  be  noted  that  the  Tri-States  have  succeeded 


in  collecting  prices  on  Canned  Corn,  and  these  are 
given,  in  toto,  just  as  received. 

Ohio,  February  4th: 

No.  2s  Fancy  Cream  Style  C.  G . $  .80  factory 

No.  2s  Fancy  Cream  Style  G.  B . 75  factory 

No.  2s  W.  K.  C.  G.  and  G.  B . 85-.90 

Iowa,  February  8th: 

1  M  c/s  24/2s  White  C.  S . 60 

600  c/s  24 /2s  Std.  G.  B.  C.  S . 621/2 

300  c/s  24/2s  Std.,  White  C.  S . 621/2 

Terms:  ten  days;  $1.25  per  M  label  allowance, 

1-4  of  l^r  swell  allowance;  294  cash  with  order. 

Tri-State,  February  13th: 

1,000  c/s  No.  2i/4s  Std.  Tomatoes . 92V2  factory 

150  c/s  2s  Std.  Tomatoes . 62i-4  factory 

35  c/s  No.  10s  Std.  Tomatoes .  3.00  factory 

40  c/s  No.  10s  Sweet  Potatoes . . .  2.75  factory 

Indiana,  Febi’uary  1st: 

100  c/s  Std.  Tomatoes . ;. . 67V2 


And  the  report  of  the  Tri-States  for  the  week  is  as  follows: 
TRI-STATE  PACKERS’  ASSOCIATION,  INC. 

SALES  OF  WHITE  CORN 
February  1st  to  February  8th,  1939. 

The  following  is  a  list  of  sales  of  corn  reported  to  this  office 
during  the  past  week: 


No. 

No. 

Size 

Sales 

Cases 

Cans 

Grade 

Variety 

Price 

F.O.B. 

2 

500 

10 

Std. 

Cream 

$3.05 

f.o.b. 

1 

100 

10 

E.S. 

Cream  Evergreen 

3.35 

Del.  Bal. 

1 

10 

10 

E.S. 

.  Cream  Evergreen 

3.35 

f.o.b. 

2 

314 

10 

E.S. 

Cream  Evergreen 

3.45 

Balto. 

1 

10 

10 

Std. 

4.25 

f.o.b. 

1 

182 

10 

E.S. 

W.K.  Evergreen 

3.75 

f.o.b.* 

3 

115 

2 

Std. 

Cream  Evergreen 

.6214 

f.o.b. 

1 

200 

2 

E.S. 

Cream 

.621/. 

f.o.b. 

2 

692 

2 

Std. 

Cream 

.59 

f.o.b. 

2 

1100 

2 

Std. 

Cream 

.571/j 

f.o.b. 

1 

250 

2 

Std. 

Cream 

.57 

2 

540 

2 

Std. 

Cream 

.60 

f.o.b. 

1 

100 

2 

Std. 

W.K.  Evergreen 

.60 

f.o.b. 

1 

200 

2 

Std. 

Cream  Evergreen 

.521/2 

Balto.t 

1 

95 

2 

Fancy 

Cream  Evergreen 

.71 

f.o.b. 

1 

190 

2 

E.S. 

Cream  Evergreen 

.651/s 

f.o.b. 

1 

25 

1 

Fancy 

Shoe  Peg 

.83  V2 

factory 

1 

150 

2 

E.S. 

Shoe  Peg 

.721,4 

factory 

1 

318 

2 

E.S. 

W.K.  Evergreen 

.72t4 

f.o.b. 

1 

1000 

2 

Std. 

W.K.  Evergreen 

.581/2 

f.o.b.t 

1 

10 

2 

E.S. 

Cream  Evergreen 

.75 

f.o.b. 

1 

40 

2 

Fancy 

W.K.  Shoe  Peg 

.87^2 

f.o.b. 

1 

25 

2 

E.S. 

Cream  Evergreen 

.70 

f.o.b. 

1 

200 

2 

Std. 

Cream  Evergreen 

.60 

Balto. 

1 

100 

2 

E.S. 

W.K.  Evergreen 

.65 

f.o.b. 

1 

2025 

2 

E.S. 

W.K.  Stowell’s 

.65 

f.o.b. 

1 

3 

2 

Fancy 

W.K. 

.95 

1 

300 

2 

Fancy 

W.K. 

.80 

SALES 

OF  GOLDEN  BANTAM 

CORN 

1 

100 

2  Nr, 

,  Fancy 

W.K.  G.  Bantam 

.771/2 

factory 

1 

50 

2 

E.S. 

Cream  G.  Bantam 

.771/2 

Del. 

1 

400 

304 

Fancy 

W.K.  G.  Bantam 

.7714 

factory 

1 

75 

2 

Fancy 

W.K.  G.  Bantam 

.771/2 

f.o.b. 

1 

20 

2 

Fancy 

Cream  G.  Bantam 

.771A 

f.o.b. 

4 

410 

2 

Fancy 

W.K.  G.  Bantam 

.80 

f.o.b. 

1 

50 

303 

Fancy 

Cream  G.  Bantam 

.80 

Del. 

1 

50 

2 

Fancy 

Cream  G.  Bantam 

.80 

Del. 

SALES  OF  GOLDEN  BANTAM  CORN— Continued 


No. 

Sales 

No. 

Cases 

Size 

Cans 

Grade 

Variety 

Price 

F.O.B. 

2 

350 

2 

E.S. 

Cream 

G.  Bantam 

.70 

f.o.b. 

1 

15 

2 

E.S. 

•W.K. 

G.  Bantam 

.70 

f.o.b. 

1 

100 

2 

E.S. 

Cream 

G.  Bantam 

.75 

Del. 

1 

10 

2 

Fancy 

Cream 

G.  Bantam 

.75 

f.o.b. 

3 

225 

2 

E.S. 

W.K. 

G.  Bantam 

.75 

Del. 

1 

3 

2 

E.S. 

Cream 

G.  Bantam 

.90 

f.o.b. 

1 

15 

2 

E.S. 

Cream 

G.  Bantam 

.671/2 

f.o.b. 

1 

1625 

2 

Fancy 

W.K. 

G.  Bantam 

.781/2 

f.o.b.** 

1 

5000 

303 

E.S. 

Cream 

G.  Bantam 

.60 

f.o.b. 

1 

100 

2 

Fancy 

Cream 

G.  Bantam 

.721/2 

f.o.b. 

1 

100 

2 

E.S. 

W.K. 

G.  Bantam 

.721/a 

factory 

1 

50 

10 

Fancy 

Cream 

G.  Bantam 

3.75 

f.o.b. 

1 

10 

10 

Fancy 

W.K. 

G.  Bantam 

4.60 

Balto. 

1 

25 

10 

Fancy 

W.K. 

G.  Bantam 

4.50 

f.o.b. 

1 

600 

2 

E.S. 

W.K. 

G.  Bantam 

.7oy2 

f.o.b. 

1 

10 

2 

Fancy 

W.K. 

G.  Bantam 

1.05 

Del. 

2 

80 

2 

Fancy 

W.K. 

G.  Bantam 

.86 

factory 

1 

500 

2 

E.S. 

W.K. 

G.  Bantam 

.831/2 

factory 

1 

135 

2 

Fancy 

W.K. 

G.  Bantam 

.871/. 

f.o.b. 

1 

95 

303 

Fancy 

W.K. 

G.  Bantam 

.721/0 

f.o.b. 

1 

648 

2 

Fancy 

W.K. 

G.  Bantam 

.78 

f.o.b. 

* 

Priced  to 

clean 

out  lot. 

i"  Rusty  tins.  %  No 

brokerage. 

**  Inter-Packer  sale. 

Twenty-one  canners  reporting  sales  of  corn  durinK  week  and  eight  reporting 
no  sales. 

Total  cases  reported  during  the  week — Yellow .  10,203 

White .  9,193 

-  19,396 

Total  cases  previously  reported .  71,809 


Total  cases  reported  to  date .  91,205 

FRANK  M.  SHOOK,  Secretary. 

MARYLAND  CANNING  CROPS  CONFERENCE 

Program  Arranged  by  Department  of  Horticulture 
University  of  Maryland,  College  Park,  Md. 
THURSDAY  MORNING,  FEBRUARY  23 
Chairman,  A.  Lee  Schrader,  University  of  Maryland 
9:30  A.  M. — Summary  of  Variety  and  Canning  Trials  with 
Sweet  Corn,  R.  G.  Rothgeb,  University  of  Maryland. 

U.  S.  Grades  for  Raw  Corn,  W.  C.  Beavens,  State  Depart¬ 
ment  of  Markets. 

Relation  Between  U.  S.  Grades  of  Raw  Stock  and  Quality  of 
Canned  Sweet  Corn,  Maurice  Siegel,  Strasburger  &  Siegel, 
Baltimore,  Maryland. 

Factors  Influencing  Quality  of  Sweet  Corn,  J.  S.  Caldwell, 
U.  S.  Department  of  Agriculture. 

12:00  Noon — Luncheon,  Lord  Calvert  Inn. 

THURSDAY  AFTERNOON,  FEBRUARY  23 
Chairman,  H.  A.  Hunter,  University  of  Maryland 
1:30  P.  M. — Copper  Content  of  Raw  and  Canned  Tomatoes, 
C.  A.  Greenleaf,  National  Canners’  Association. 

Greetings,  President  H.  C.  Byrd,  University  of  Maryland. 
Presentation  of  Ten-Ton  Tomato  Club  Prizes,  T.  B.  Symons, 
University  of  Maryland. 

Organic  Matter  and  Soil  Colloids,  J.  E.  Metzger,  University 
of  Maryland. 

Increased  Yields  of  Tomatoes  by  Spraying  and  Dusting, 
J.  G.  Horsfall,  Geneva  Agricultural  Experiment  Station. 
Influence  of  Method  of  Cooling  on  Solidity  of  Canned 
Tomatoes,  Representative  of  American  Can  Co.  Research 
Department. 

Influence  of  Hormone  Treatment  on  Tomato  Yields,  H.  L. 
Stier,  University  of  Maryland. 

FRIDAY  MORNING,  FEBRUARY  24 
Chairtnan,  F.  M.  Shook,  Tri-State  Packers’  Association 
9:00  A.  M. — Performance  of  Alaskas  and  New  Varieties  of 
Sweet  Peas,  C.  H.  Mahoney,  University  of  Maryland. 
Practical  Use  of  Methods  of  Determining  Grades  of  Raw 
Peas,  E.  P.  Walls,  University  of  Maryland. 

Comparison  of  Cyanamid  with  Other  Sources  of  Nitrogen 
for  Peas,  Albert  White,  Ridgely  Sub-Station. 
Recommendations  for  Aphis  Control,  L.  P.  Ditman,  Univer¬ 
sity  of  Maryland. 

12:00  Noon — Luncheon. 

FRIDAY  AFTERNOON,  FEBRUARY  24 
1:30  P.  M. — Conference  of  Canners  to  suggest  problems  for 
research  and  extension  work  on  canning  crops. 
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A  National  Symposium  on 

The  Canning  Trade's 

PROPOSED  PRICE  BUREAU 


The  Pros  (in  favor)  and  the  Cons  (opposed)  as 
Expressed  From  All  Sections  of  the  Country.  Read 
These  Opinions  Carefully,  and  Then  Make  Your 
Own  Decision.  They  Range  From  Leaders  in 
the  Industry,  Down  to  Very  Small  Canners. 

Every  quotation  in  the  following  letters  is  in  the 
exact  words  of  the  writer.  The  original  letters 
are  in  safekeeping.  We  have  concealed  the  writers’ 
names,  and  their  addresses,  as  promised.  But  we  stand 
fore-square  behind  each  letter.  The  writers  will 
recognize  the  fidelity  with  which  we  have  repeated 
them. 

THE  KEYSTONE — The  one  thing  which  can  make 
this  effort  to  help  the  entire  canned  foods  market,  by 
cleaning  up  unfounded  and  often  deliberately  untrue, 
rumors ;  by  putting  a  definite  floor  under  canned  foods 
prices,  that  all  canners  may  see  what  some  other  can¬ 
ners  are  selling  for,  is  strict  honesty.  There  is  a  much 
too  prevalent  idea  that  canners  as  a  whole  are  liars, 
that  one  cannot  rely  upon  the  prices  they  send  in.  That 
is  one  of  the  chief  weapons  used  to  break  down  the 
canned  foods  market  prices :  that  claim  of  deceit.  We 
do  not  believe  that  the  canners  are  liars,  and  we  expect 
this  PRICE  BUREAU  to  definitely  establish  our  claim, 
and  to  put  the  blame  where  it  belongs.  We  hope  that 
you  will  decide  to  report  your  sales  to  us,  but  don’t 
do  so  unless  you  intend  to  play  absolutely  honest  with 
us :  to  give  us  the  actual  prices,  with  all  the  conditions 
of  the  sale,  including  quality  definition.  We  do  not 
ask  for,  nor  do  we  want,  the  names  of  the  buyers,  nor 
where  the  goods  are  going,  unless  the  sale  was  made 
“delivered”  to  some  City,  when  that  City  must  be 
named. 

Go  to  the  trouble  to  describe  the  sale  as  was  done 
in  a  letter  published  in  our  Weekly  Review  of  February 
13th,  page  70.  “1,000  cases  24/2s  white  cream  style 
(the  quality  ought  to  have  been  mentioned,  as  for  in¬ 
stance,  full  standard),  at  60c;  600  cases  standard 
golden  cream  style  at  62V^c  per  doz.,  terms  1V^%  ten 
days,  $1.25  per  M  label  allowance,  of  1%  swell 
allowance.  300  cases  white  cream  style  standard, 
24/2s,  621/^c  per  doz.,  less  2%  cash  with  the  order.” 

In  order  to  protect  you,  and  to  protect  ourselves, 
reports  to  us  must  be  made  preferably  on  your  own 
stationery,  and  always  over  the  signature  of  a  responsi¬ 
ble  officer.  If  this  thing  goes,  as  we  feel  very  certain 
it  will,  the  jackals  will  try  to  sneak  in,  sending  us 
fake  reports  with  fake  prices  which  they  would  like 
to  see  ruling.  So  unless  the  letters  are  signed  by  ones 


whom  we  recognize  as  in  authority,  they  will  be  dis¬ 
regarded.  And  for  the  same  reason  all  unsigned,  or 
Anonymous,  letters  will  be  destroyed,  not  used. 

There  is  a  mass  of  authoritative  opinion  here  in  these 
letters,  but  we  are  forced  to  disagree  with  the  idea 
that  unless  all  report  the  results  will  be  useless.  Sup¬ 
pose  we  devoted  a  page,  or  more  each  week  to  sales 
reports  like  those  given  in  last  week’s  Review,  and  to 
which  we  have  referred,  and  quoted,  do  you  mean  to 
say  that  this  would  not  constitute  a  splendid  market 
interpretation  ?  Any  single,  genuine  report  of  one  sale 
is  a  tremendous  advance  over  what  you  now  have,  or 
rather  do  not  have.  And  when  there  may  be  25,  50 
or  100  such  reports,  the  importance  multiplies  im¬ 
mensely.  You  can  then  knoiv  what  some  goods  actually 
have  sold  for,  and  you  can  most  certainly  adjust  your 
price  ideas  better  than  is  possible  now.  Such  prices 
may  not  turn  you  from  selling  too  low,  but  that  is  a 
short-coming  we  cannot  reach.  If  you  do  not  use  the 
information  given  in  this  PRICE  BUREAU,  that  is 
your  privilege,  but  be  assured  that  the  vast  majority 
will  be  influenced  by  it,  and  the  market  will  be  held 
despite  the  influence  of  the  bad  actors. 

There  can  be  nothing  formal  about  this.  It  is  “up 
to  you”  to  join  this  effort  to  bring  sanity  back  to  the 
pricing  of  canned  foods ;  and  to  begin  at  once.  If  you 
are  the  only  canner  reporting,  at  least  you  will  have 
started  the  movement,  and  in  fact  the  movement  has 
already  started  as  reports  are  coming  in.  Be  honest, 
or  be  silent;  be  careful  to  give  a  clear  picture  of  the 
sale,  trusting  in  our  solemn  promise  that  no  detail  you 
would  wish  withheld  will  ever  be  disclosed  in  print  or 
to  any  person.  We  are  going  to  be  religiously  careful 
that  no  possible  leak,  or  slip,  ever  takes  place  in  print 
or  in  the  handling  of  these  reports. 

Take  this  job  as  you  would  a  game  of  Solitaire — and 
don’t  be  so  foolish  as  to  cheat  yourself  playing  solitaire. 
To  beat  the  market  oppositon  we  must  have  that  one 
unconquerable  weapon.  Truth,  and  only  that.  And 
we  know  that  we  can  rely  upon  our  industry  to  prove 
that  it  is  honest  to  the  core. 

There  will  be  no  blanks,  no  set  forms.  Use  your  own 
terms,  but  make  a  rule  in  your  office  that  these  reports 
are  to  be  made  to  us  every  week,  to  reach  us  Thursday 
mornings  at  the  latest.  If  you  grow  careless  and  forget 
you  will  disappoint  a  lot  of  your  fellow  canners,  just 
as  you  will  feel  disappointed  if  the  reports  are  not 
there  when  you  want  them.  This  is  just  another  effort 
in  co-operation  that  can  earn  you  big  dividends,  if  you 
will  but  do  your  part. 


8 


THE  CANNING  TRADE 


February  20, 19S9 


We  wish  we  could  set  this  up  on  the  plan  at  one 
time  tried  by  the  Utah  Canners  Association  to  insure 
attendance  at  the  meetings.  That  is :  have  each  canner 
who  promises  to  make  regular  reports,  put  up  $52.00 ; 
then  we  will  return  to  him  $1.00  each  week  a  report 
is  received.  No  report,  no  dollar.  Too  good  to  expect, 
of  course;  but  it  would  work  nicely,  in  that  the  for¬ 
getful,  the  careless,  would  help  pay  some  of  the 
expenses. 

We  are  devoting  nearly  all  of  this  issue  to  this  ques¬ 
tion,  but  it  is  worth  it,  and  we  trust,  after  you  have 
read  the  following  letters,  you  will  write  us  and  tell 
us  whether  or  not  you  will  cooperate,  and  if  so,  that 
you  will  begin  at  once. 

And  will  these  fine  writers  here  quoted  please  accept 
this  as  acknowledgment  of  their  letters,  as  we  are 
handicapped  by  sickness  in  the  office,  leaving  us  short- 
handed,  and  just  now  we  are  at  the  busiest  time  of 
our  year. 

Take  and  read: 

CONS 

WISCONSIN,  FEBRUARY  7,  1939 — I  keenly  appreciate 
your  interest  in  the  price  bureau,  or  exchange,  on  the  matter 
of  listing  canned  foods.  There  is  no  question  but  that  a  reliable 
listing  of  all  sales  would  have  a  tremendous  influence.  However, 
as  you  no  doubt  know,  we  have  attempted  this  in  times  past  and 
the  Marketing  Co-Op  is  making  a  determined  effort  to  keep  their 
price  reporting  as  nearly  accurate  and  comprehensive  as  possible, 
but  even  with  this  organization  we  note  that  there  are  only  102 
cases  actively  reporting,  which  means,  roughly,  that  only  about 
one-third  of  the  canners  are  reporting  sales.  We  know,  and  the 
Milwaukee  brokers  tell  us  that  a  lot  of  sales  they  make  on  the 
cheaper  items  are  not  being  recorded.  What  is  needed  to  make 
this  service  effective  is  the  reporting  of  all  sales  and  some  sort 
of  a  check  to  see  that  accurate  reporting  is  done.  We  have  had 
the  same  sort  of  trouble  when  we  had  our  State  reporting 
system.  About  the  only  support  you  can  get  would  be  in  times 
like  this,  and  when  they  get  better  it  usually  peters  out. 

In  the  commodities  where  they  have  exchanges,  for  instance, 
like  the  butter  and  egg  exchange  and  all  the  grain  exchanges, 
the  fact  that  they  have  reporting  doesn’t  seem  to  prevent  price 
demoralization  any  more  than  the  system  under  which  we  are 
operating.  (It  does  with  all  except  the  Boobs.) 

It  seems  that  this  is  not  the  seat  of  the  trouble,  but  rather, 
the  fact  that  not  enough  publicity  is  being  done  for  the  amount 
of  merchandise  packed,  and  that  the  financial  structure  is  too 
weak  for  the  present  pace.  If  we  correct  these  two  things,  we 
won’t  have  to  worry  much  about  our  movements. 

However,  I  appreciate  your  interest  and  want  to  commend  you 
for  the  fine  educational  work,  and  the  liberal  way  in  which  you 
help  us  in  our  problems. 

TRI-STATES  (E.  S.),  FEBRUARY  3,  1939—1  don’t  believe  a 
useful  purpose  would  be  served  in  our  reporting  sales  to  you. 
Such  reporting  would  naturally  be  quite  a  little  trouble, 
especially  when  shipments  are  small  and  numerous  as  they  are 
at  present.  In  order  to  compensate  for  this  trouble  there  ought 
to  be  a  prospect  of  real  improvement  in  the  situation  thereby. 
I  don’t  feel  that  this  is  true  in  our  case,  because  the  commodities 
in  which  we  are  mostly  interested  are  not  the  staple  commodities. 
Sweet  potatoes,  lima  beans,  Irish  potatoes,  etc.,  mean  a  great 
deal  to  us,  but  the  packers  of  them  are  fairly  few,  and  I  believe 
we  have  as  good  an  idea  of  the  actual  market  of  those  com¬ 
modities  as  though  we  reported  our  sales  to  you. 

TRI-STATES  (County),  February  3,  1939 — Any  one  of  us  can 
buy  a  can  of  No.  2  corn,  beans,  peas  or  tomatoes  for  five  cents, 
and  good  quality,  too.  This  will  likely  continue  for  quite  a 
remote  time,  as  an  ample  supply  of  everything  is  in  evidence. 
The  canner  must  raise  money  to  pay  the  Factor;  the  brokerage 
and  warehouse  charges  have  accumulated;  interest  must  be  paid. 

In  view  of  these  facts,  what  good  will  a  market  reporting 
system  accomplish?  As  the  canning  business  is  so  loosely  con¬ 
ducted  by  a  lot  of  irresponsible  operators,  do  you  think  that 


they  would  report  prices  at  which  they  were  able  to  sell?  If 
they  did  so,  how  many  would  believe  them? 

We  have  one  or  two  big  buyers;  they  connive,  buy  from  each 
other  many  times  in  order  to  keep  the  market  from  advancing. 
The  few  small  buyers  are  not  able  to  pay  as  much  as  the  big 
chains.  Consequently,  our  selling  prices  are  set  for  us  by  the 
buyers  and  the  canner  is  compelled  to  sell  through  his  local 
broker,  who  usually  convinces  the  canner  that  it  is  best  that 
he  sell  at  once.  The  chief  concern  here  is  the  four  per  cent 
brokerage. 

Just  at  this  time,  in  view  of  the  fact  of  an  over-pack  in  all 
commodities,  there  is  no  way  of  getting  this  marketing  problem 
solved  but  to  resolve  to  pack  less  this  season  and  do  this  now, 
regardless  of  what  good  prospects  may  appear. 

The  canner  has  been  over-financed  for  the  past  several  years 
at  the  very  beginning  of  the  packing  season.  The  credit  com¬ 
panies,  the  warehouse  financiers,  and  the  can  companies  them¬ 
selves,  who  must  have  an  outlet  for  their  overwhelming  output 
of  cans,  should  cease  extending  credit.  If  the  canner  had  to 
depend  upon  his  local  bank  to  finance  him,  this  great  flood  of 
canned  goods  would  be  much  lessened  and  be  in  better  hands 
to  stop  the  present  great  losses. 

The  tomato  canners  in  the  East  have  lost  heavily  the  past 
three  years  and  they  should  move  very  cautiously  this  season. 
The  tomato  acreage  will  again  be  very  large  if  the  plants  and 
weather  permit  getting  them  out,  and  no  general  tomato  acreage 
failure  has  been  noted  in  a  generation. 

Notwithstanding  statistical  reports  which  mention  enormous 
supplies  as  in  existence,  there  is  a  great  deal  more  in  storage 
than  is  generally  realized.  Go  slow,  cut  acreage,  close  factories, 
be  amply  financed;  be  your  own  boss,  look  the  situation  in  the 
eye  and  tell  the  chains  to  go  to  H — . 

PENNSYLVANIA,  FEBRUARY  2,  1939— Your  idea  for 
reporting  sales  and  prices  is  fine,  but  it  won’t  work. 

We  agreed  to  go  into  the  present  Pea  Co-Operative  provided 
they  would  secure  signed  cooperation  of  50%  of  the  Pea  Industry 
in  the  four  States — Pennsylvania,  New  Jersey,  Delaware  and 
Maryland.  This  50%  was  to  apply  on  the  number  of  cases 
or  number  of  canners.  It  was  impossible  for  them  to  secure 
this  cooperation.  Without  at  least  50% — and  it  should  be 
75% — ^the  information  that  you,  or  any  other  agency,  can  supply 
the  trade  is  valueless.  We  wish  something  like  this  would  work 
out,  but  until  sufficient  canners  see  the  light  to  give  these 
propositions  cooperation,  it  is  wasting  both  your  time  and  ours. 

WISCONSIN,  FEBRUARY  3,  1939— Insofar  as  I  am  con¬ 
cerned  personally,  I  presume  that  you  have  both  the  equipment 
and  ability  to  do  just  what  you  have  outlined  in  your  article 
of  January  30th.  However,  the  human  factor  is  such  a  vital 
part  of  a  program  such  as  you  have  set  up  that  I  think  your 
undertaking  is  an  absolute  impossibility  insofar  as  any  good 
to  the  canning  industry  is  concerned. 

Since  I  have  already  conceded  the  point  that  you  have  the 
equipment  and  knowledge  and  ability  to  do  a  good  job  on  your 
proposed  plan  I  presume  that  it  is  necessary  that  I  give  you 
my  ideas  as  to  why  your  plan  will  not  work. 

The  human  element  about  which  I  spoke  is  made  up  of  the 
individual  canners  in  our  industry,  and  insofar  as  I  am  con¬ 
cerned,  it  is  a  foregone  conclusion  that  they  would  not  cooperate 
with  you  honestly. 

I  can  see  no  particular  reason  for  the  canning  industry,  and 
the  individual  companies  which  make  up  that  industry,  crying 
on  each  other’s  shoulders.  This  situation  is  one  which  the 
canners  themselves  deliberately  brought  about,  and  in  the  final 
analysis  I  feel  that  the  canner  is  at  least  99%  the  cause  of  our 
present  problems.  It  is  true  that  the  problem  is  an  industry 
problem,  and  not  any  one  particular  individual’s  or  any  one 
particular  canned  item.  To  me  this  whole  situation  is  absolutely 
helpless  until  the  canning  industry  has  been  put  through  the 
wringer,  up  to  the  point  where  few  individuals,  as  such,  try 
to  out-smart  the  industry  and  in  so  doing  wreck  the  whole 
picture. 

Insofar  as  the  canned  pea  situation  is  concerned,  it  is  quite 
apparent  that  there  will  be  a  carryover  of  some  place  between 
six  and  eight  million  cases  into  1939 — probably  closer  to  the 
latter  figure — and  if  the  pea  canners  of  the  United  States 
produce  in  excess  of  thirteen  million  cases  this  coming  season 
your  pea  market  will  stay  just  about  where  it  is  today. 
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We  hear  of  all  of  the  various  evils  of  the  canning  industry, 
and  when  it  is  all  boiled  down  most  of  our  troubles  come  from 
the  fact  that  most  canners  do  not  have  a  good  “NO”  in  their 
systems.  Nobody  can  make  a  canner  sell  standard  4  Alaskas 
at  65c  a  dozen  if  he  doesn’t  want  to  sell  them  at  that  price,  and 
what  'applied  to  standard  4  Alaskas  goes  right  across  the  sheet 
and  will  apply  not  only  to  peas  but  to  all  other  canned  items. 

Naturally  anything  which  can  help  this  present  situation  is 
worthy  of  the  most  serious  consideration,  but  don’t  let  anyone 
sell  you  on  the  idea  that  canners  will  give  the  truth  on  actual 
sales  up  to  the  point  that  such  information  would  become  a 
factor  in  the  market. 

To  be  quite  blunt  and  frank  with  you,  your  idea  is  excellent, 
but  it  won’t  work. 

TRI-STATES,  FEBRUARY  6,  1939— We  have  read  and  re¬ 
read  in  your  issue  of  January  30th  your  Weekly  Review,  and 
we  have  also  read  in  your  issue  of  February  6th  the  editorial 
on  the  same  subject. 

Inasmuch  as  you  are  asking  us  for  our  comments  we  feel 
obligated  to  give  you  our  impression  of  this  matter.  We  have 
the  highest  opinion  of  your  magazine,  and  your  desire  to  help 
the  industry  out  of  the  dumps  is  very  commendable,  but  we  do 
not  believe  that  you  are  going  to  accomplish  very  much,  and  you, 
no  doubt,  are  going  to  give  yourselves  a  lot  of  extra  work  for  a 
few  months,  and  put  yourselves  to  some  expense  which  I  believe 
will  be  just  as  well  for  you  to  save. 

Canners  are  not  going  to  give  you  the  reports  you  desire  and 
your  past  experience  and  observations  certainly  should  prove 
this  without  our  going  into  any  further  detail  about  it.  There 
will  be  a  few  canners  who  will,  no  doubt,  be  interested  and  will 
do  the  reporting  conscientiously  and  correctly,  but  the  majority 
will  not.  Therefore,  the  few  figures  you  will  be  able  to  get 
together  will  not  be  of  any  interest  or  service  whatever  to  the 
industry.  Please  do  not  misunderstand  me.  This  is  my  personal 
opinion  backed  by  years  of  experience. 

I  probably  have  worked  as  hard,  if  not  harder,  without  making 
a  lot  of  ballyhoo  about  it,  as  any  other  individual  in  the  industry 
in  trying  to  put  over  something  with  a  small  group  that  would 
be  helpful.  I  have  done  this  on  numerous  occasions  and  could 
never  get  the  whole-hearted  support  of  the  entire  group  on 
anything.  The  trouble  with  this  business  is  that  there  are  so 
many  small  people  in  it  who  are  not  intelligent  enough  to  have 
any  vision  whatsoever,  and  cannot  grasp  the  simplest  things 
that  would  help  our  industry,  or  them  individually.  While  the 
industry  is  now  in  the  dumps  there  is  no  question  in  the  world 
but  that  it  has  been  in  the  dumps  many  times  before,  just  as 
badly  as  it  is  now,  and  it  hhs  always  been  the  “survival  of  the 
fittest”  and  that  is  what  it  is  going  to  be  this  time.  You  just 
cannot  do  anything  to  help  the  industry  because  there  are  so 
many  canners  that  will  not  go  along  with  you.  They  seem  to  be 
full  of  envy,  jealousy  and  superstition. 

The  country  as  a  whole  is  probably  in  a  worse  condition  than 
it  ever  has  been  before  economically,  because  the  government  has 
been  spending  money  and  doleing  it  out  as  though  it  grew  on 
trees,  and  is  making  bums  of  men  and  women  who  make  no  effort 
on  account  of  the  government  help  to  do  anything  for  themselves, 
or  to  save  anything  at  times  when  they  do  have  something  to 
do,  and  this  is  a  condition  we  never  have  been  up  against  before. 

When  the  canning  industry  finds  itself  in  the  predicament  it 
is  at  the  present  time,  there  is  only  one  way  out  and  that  is  for 
this  year,  and  possibly  next  year,  to  plant  less  vegetables  and 
pack  less  and  get  a  decent  price,  with  a  profit  for  what  we  do 
pack.  All  the  statistics  in  the  world  are  not  going  to  remedy 
the  condition  unless  there  is  less  packed.  Providence  has  not 
been  as  kind  to  the  canners  in  the  past  few  years  as  He  has 
been  in  other  years,  and  I  think  that  the  canners  have  been 
relying  too  much  on  providential  years,  and  not  trying  to  help 
themselves  by  curtailing  their  packs. 

TRI-STATES,  FEBRUARY  3,  1939—1  have  read  the  article 
on  page  twenty-one  of  the  January  30th  issue  of  The  Canning 
Trade  and  I  think  that  your  idea  and  intention  is  an  excellent 
one,  and  you  are  correct  in  assuming  that  the  details  can  be 
worked  out  later. 

However,  your  main  job,  unfortunate  as  it  may  seem,  is  to 
sell  the  idea  to  the  greatest  majority  of  canners  and  this  cannot 
be  done  without  giving  them  a  concrete  plan  that  is  worked  out 


in  every  detail,  as  to  just  what  these  reports  are  to  include,  how 
often,  what  commodities,  sizes,  grades,  prices,  direct  or  through 
brokers,  whether  the  percentage  of  canners  reporting  will  be 
summarized,  and  a  thousand  and  one  other  complications  which 
you  will  find  become  more  and  more  involved  as  you  begin  to 
think  about  it. 

You,  no  doubt,  have  seen  the  reports  coming  from  the  Canned 
Pea  Marketing  Cooperative  which,  on  just  one  item,  are  ex¬ 
tremely  complicated  and  have  to  be  studied  very  carefully  by 
each  canner  to  digest  the  information.  At  that,  we  only  get 
two  pieces  of  information  which  we  consider  of  importance  to 
our  own  business,  and  that  is  the  quantity  of  peas  moving  from 
the  various  sections  of  the  country  from  week  to  week,  and  the 
fact  that  there  are  large  quantities  of  peas  selling  at  very  good 
prices. 

The  reports  are,  however,  by  no  means  conclusive  and  do 
not  state  the  percentage  of  canners  reporting  from  week  to  week 
who  have  agreed  to  cooperate  which  we  think  is  very  essential. 
You  will  note  that  there  is  a  conspicuous  absence  of  sales  made  in 
the  Tri-States,  which  we  believe  is  due  to  the  fact  that  the 
canners  who  are  not  reporting  must  be  making  sales  of  cheaper 
peas  and  are  too  embarrassed  to  have  it  published,  or  that  there 
are  a  number  of  canners  packing  soaked  peas  and  labelling  them 
Early  June  who  do  not  wish  to  report  sales  as  such.  I  certainly 
hope  that  some  day  canners  can  be  educated  enough  to  realize 
the  benefits  that  can  be  obtained  therefrom,  and  learn  to  know 
that  a  little  cooperation  on  their  own  part  will  go  a  long  way 
toward  stabilization  of  their  own  industry. 

NEW  YORK  STATE,  FEBRUARY  3,  1939—1  do  not  quite 
agree  with  your  suggestion  that  it  might  do  some  good  to  report 
sales  and  prices.  Too  many  packers  are  forced  to  liquidate  their 
stocks,  the  reason  for  which  is  that  too  liberal  credit  has  been 
given  to  the  canners.  Before  the  day  of  warehouse  receipts, 
and  warehousing  companies,  the  packs  were  limited  to  the  ability 
of  the  packers  to  finance.  Today  the  supply  men  and  the  can 
companies  are  in  the  canning  business,  even  if  they  do  not  know 
it.  If  in  1939,  credit  is  given  only  where  credit  is  due,  we 
believe  that  the  whole  situation  will  be  cleared  up.  However,  it 
is  going  to  take  more  than  just  reports  on  sales  and  prices 
to  remedy  the  situation. 

OHIO,  FEBRUARY  9,  1939 — In  talking  to  one  of  our  leading 
brokers  this  morning  he  said  conditions  were  certainly  demoral¬ 
izing,  and  usually  the  large  canning  corporations  blame  the  small 
canner  for  cutting  prices,  etc.,  but  today  it  seems  to  be  the 
reverse.  The  very  largest  of  them  are  doing  the  unbusiness¬ 
like  thing  of  trying  to  unload  their  merchandise  regardless  of 
cost,  we  presume  for  the  purpose  of  raising  money  to  meet 
payrolls,  taxes,  etc.  At  least  all  items  of  canned  foods  seem  to 
be  a  liability  today. 

We  read  “Weekly  Review,”  page  21  of  your  January  30th 
issue.  You  have  a  wonderful  proposition  if  it  could  only  be 
carried  out,  but  we  realize  so  few  canners  are  interested  in  any 
kind  of  a  report,  will  not  send  them  in  and  consequently  the 
matter  falls  of  its  own  weight.  It  seems  that  possibly  a  better 
plan  is  small  commodity  groups  meeting  at  frequent  intervals, 
discussing  their  problems,  pinning  down  reports  which  are 
handed  them,  and  especially  if  they  are  untrue,  that  we  would 
get  farther  than  a  national  reporting  system  with  only  a  small 
percentage  of  the  canners  contributing  to  it.  Today  it  seems 
that  price  only  is  considered.  Quality  is  second  at  all  times. 
This  is  too  bad. 

Usually  I  am  in  an  optimistic  mood,  but  it  is  hard  to  be 
optimistic  when  you  see  business  conditions  changing  for  the 
worse  almost  daily.  Business  is  eaten  up  by  expensive  taxes, 
which  are  promised  to  be  increased,  reports  by  the  thousands 
being  computed,  for  someone  to  check  over  and  squeeze  out  a 
few  more  tax  items  for  Old  Age  Benefit,  Unemployment,  etc., 
etc.,  etc.  We  are  wondering  where  the  end  is.  No  one  seems 
to  have  the  answer. 

Until  conditions  improve  we  will  just  simply  have  to  cut  out 
all  the  frills  and  cut  our  expenses  to  the  bone  and  try  to  tide- 
over  until  better  selling  conditions  reach  us. 

WASHINGTON  STATE,  FEBRUARY  6,  1939— Are  in  com¬ 
plete  accord  with  what  you  have  said.  The  knowledge  of  what 
is  being  done  and  confidence  in  the  reports  would  be  the  surest 
way  to  stop  the  damage  which  we  know  comes  from  rumors 
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being  taken  as  facts.  However,  now  you  wish  our  reaction  to 
be  frank.  In  other  words,  we  think  the  second  line  of  the 
January  30th  article  in  the  hands  of  a  “wise-cracker”  tells  the 
story.  It  says,  “The  canned  foods’  market  vi»*tually  takes  a 
holiday.”  That  is  the  trouble.  We  think  “virtue”  would  take 
a  holiday  in  the  reporting  of  sales. 

No,  not  a  lack  of  faith  in  human  nature,  but  some  actual  sales 
which  were  mislaid  when  reports  were  being  made  might  tend 
to  make  it  tough  on  those  who  guided  themselves  by  the  reports. 

Hate  to  express  an  unfavorable  reaction,  but  please  under¬ 
stand  that  it  is  unfavorable  only  as  to  working  out  rather 
than  as  to  value  or  soundness  of  the  idea. 

PROS 

MICHIGAN,  FEBRUARY  6,  1939 — Heartily  approve  your 
suggestion  in  the  Weekly  Review  of  January  30th.  We  should  be 
glad  to  start  reporting  our  sales.  Do  you  plan  to  furnish  forms 
on  which  to  do  this  or  how  is  it  to  be  handled?  We  assure  you 
of  our  cooperation. 

MICHIGAN,  FEBRUARY  6,  1939 — Frankly  we  don’t  know 
how  this  would  work  out.  Sometime  ago  the  Wisconsin  Associa¬ 
tion  collected  beet  sales  reports  and  distributed  them  to  those 
reporting,  but  discontinued  this  after  a  few  weeks,  as  sales 
reports  and  prices  were  decreasing.  This  reporting  of  sales 
seemed  to  result  in  a  good  many  canners  looking  at  the  lowest 
prices  reported,  and  then  going  out  with  a  still  lower  price.  Quite 
a  few  Michigan  canners  with  whom  we  talked,  seemed  to  feel 
that  this  is  the  way  it  works  in  a  period  of  low  prices,  and  has 
the  reverse  action  in  a  period  of  rising  prices.  We  thoroughly 
appreciate  your  willingness  to  go  to  all  the  work  involved  to 
collect  these  figures,  and  would  be  only  too  glad  to  do  our  part, 
provided  we  felt  this  would  result  in  steadying  the  market.  We 
shall  be  very  much  interested  in  learning  what  reaction  you  get 
generally,  and  if  there  is  sufficient  response,  and  a  majority  of 
the  canners  feel  this  will  be  a  benefit,  we  will  be  only  too  glad 
to  do  our  share. 

OHIO,  FEBRUARY  7,  1939 — Your  attempt  to  render  a  price 
reporting  service  to  the  canning  industry  is  noted.  We  want  to 
commend  you  on  your  effort  and  trust  that  you  will  be  able  to 
render  an  accurate  service.  The  difficulty  in  price  reporting  has 
been  that  quality  has  not  always  been  reported  accurately,  and 
therefore  the  price  was  not  a  true  picture  of  the  actual  quality 
sold.  If  you  can  get  the  canners  to  report  actual  quality,  then 
I  believe  price  reporting  will  be  of  great  value.  Otherwise,  no! 
We  wish  you  success  in  your  effort  and  will  do  our  part  to 
help  out. 

TRI-STATE  (W.S.),  FEBRUARY  7,  1939— Think  your  idea 
of  reporting  sales  to  you  is  an  excellent  idea,  and  you  can  depend 
upon  the  writer  for  full  cooperation  not  only  in  reporting  sales 
but  anything  that  I  can  do  that  would  be  helpful  in  the  industry. 

During  the  convention  week,  I  sold  and  shipped  1,000  cases 
No.  2%  standard  tomatoes  at  90c  dozen  f.  o.  b.  factory,  and 
750  cases  No.  2  standard  tomatoes  at  62  %c  per  dozen  f.  o.  b. 
factory.  During  the  week  ending  2/4/39  my  sales  were  250  cases 
No.  2  standard  tomatoes  at  6214  c  dozen  f.  o.  b.  factory  and  50 
cases  No.  214  standard  tomatoes  at  90c  dozen  f.  o.  b.  factory. 

My  present  prices  on  standard  tomatoes  are  No.  2s  621^c 
dozen.  No.  214  at  90c  dozen,  and  No.  10s  at  $3.00,  all  f.  o.  b. 
factory,  and  while  orders  I  am  receiving  are  not  large,  I  am 
getting  some  business  every  week  at  these  prices. 

I  know  that  these  prices  are  not  making  me  money,  but  they 
are  higher  than  the  regular  market  prices,  and  the  only  way  I 
can  get  prices  above  the  regular  market  price  is  by  packing  good 
quality  tomatoes,  and  keeping  close  personal  contact  with  my 
brokers  and  the  buyers  they  sell  to  for  me,  and  I  fully  realize 
now  more  than  ever  before  that  the  future  of  the  small  canner 
depends  entirely  upon  himself  and  the  way  he  does  business. 

You  will  receive  reports  of  my  sales  weekly,  and  I  do  hope 
many  other  canners  will  take  enough  interest  to  do  likewise. 

P.  S.  Forgot  to  mention  sale  of  100  cases  No.  214  dry  pack 
sweet  potatoes  last  week  at  85c  dozen,  f.  o.  b.  factory,  and  100 
cases  17-oz.  herring  roe  at  $1.20  dozen,  f.  o.  b.  factory. 

ILLINOIS,  FEBRUARY  7,  1939 — Just  received  the  last  issue 
of  your  paper  and  want  to  compliment  you  for  the  position  you 
have  taken  regarding  reports,  etc.,  with  a  view  of  getting  some¬ 


thing  that  will  act  as  a  guide  for  the  canners,  and  place  in  their 
hands  the  means  whereby  they  can  be  the  Architect  of  their 
Own  Price  Structure. 

Letting  the  buyers  make  the  prices  (which  is  about  the  facts 
in  the  case  today),  is  the  cheapest  piece  of  salesmanship  ever 
perpetrated  on  any  legitimate  industry.  It  results  in  a  complete 
breakdown  of  that  degree  of  confidence,  and  respect,  that  should 
and  must  exist  between  Buyer  and  Seller.  What  kind  of  an 
opinion  would  the  Retailer  have  of  the  jobber  or  the  Consumer 
of  the  Retailer,  should  this  “What  Will  You  Give  Idea”  be 
carried  on  to  the  end  of  the  line? 

I  think  you  have  offered  to  open  up  a  great  field  of  service  in 
the  interest  of  the  Industry. 

You  know  I  have  had  some  very  successful  experience  along 
these  lines  and  have  found  that  the  system  that  worked  the 
best  with  me,  was  the  reporting  by  number  (no  names  men¬ 
tioned),  each  State  to  be  between  certain  numbers;  the  receiver 
and  the  sender  being  the  only  ones  to  know  who  the  number 
actually  represented.  This  can  best  be  done  on  a  p.c.,  each 
line  to  represent  certain  fixed  items  and  totals  as  to  stocks,  with 
number  of  cases  and  price  and  f.  o.  b.  point.  I  rendered  reports 
twice  weekly  to  all  canners  reporting  (and  under  no  circum¬ 
stance  to  a  canner  not  reporting),  a  composite  report  of  the 
week’s  business  in  your  paper,  which  I  think  would  afford  the 
right  incentive  for  quick  accurate  reports,  as  it  would  give 
those  reporting  the  advantage  of  a  few  days’  time  over  the 
non-reporters. 

“Believe  you  me,”  the  canners  would  be  quick  to  recognize 
and  be  willing  to  pay  for  such  service. 

TRI-STATES  (County) — We  heartily  approve  of  reporting 
amount  of  sales  and  prices,  such  as  you  have  suggested  in  our 
Canning  Trade,  and  will  do  so  ourselves  as  soon  as  notified  by 
you  that  you  have  sufficient  amount  to  go  ahead  with  it. 

We  do  not  approve  of  the  reporting  of  distress  sales,  sales 
made  by  a  financial  institution  who  handles  bankrupt  canners, 
or  Co-operative  Sales;  those  who  are  borrowing  money  at  2% 
in  competition  with  a  packer  who  expects  to  pay  his  bills  and 
has  to  borrow  at  6%. 

The  idea  of  reduced  acreage  does  not  hit  us  as  being  fair  by 
any  means.  If  Bill  Jones  has  a  trade  whereby  he  can  market  all 
of  this  goods  at  a  fair  marketable  price  why  should  he  cut  his 
acreage  which  would  only  help  the  fellow  that  has  no  established 
trade  and  practically  no  money  to  finance  himself? 

We  are  100%  for  increasing  the  quality,  this  alone  will  reduce 
the  yield  at  least  20%,  and  by  putting  out  better  products  the 
housewife  will  consume  considerably  more.  This  will  increase 
consumption  20  to  50%.  We  know  how  it  is  in  our  own  homes, 
if  our  wives  happen  to  select  some  food  that  is  not  tasty,  she 
immediately  received  orders  not  to  purchase  any  more  of  that 
particular  kind,  but  in  case  it  is  tasty,  orders  come  to  stock  up. 

Again  stating,  when  you  are  aware  that  you  will  have  enough 
reports  to  go  ahead  with,  advise  us,  and  we  will  join  in. 

TRI-STATES  (W.),  FEBRUARY  2,  1939— At  the  writer’s 
suggestion,  the  Corn  Canners  of  the  Tri-States  at  their  recent 
meeting  in  January  decided  to  report  their  sales  to  Mr.  Shook. 
If  the  canners  continue  to  make  these  reports,  I  am  sure  that 
they  will  get  considerable  benefit,  but  unless  the  cooperation  is 
pretty  general  the  whole  idea  will  fall  through. 

I  believe  that  it  is  your  idea  to  get  reports  from  all  parts  of 
the  United  States  on  all  of  the  various  canned  goods  items. 
This  will  mean  quite  a  lot  of  work  for  you,  I  am  sure,  and  if 
you  secure  the  cooperation  of  50%  of  the  canners,  I  feel  that 
your  reports  will  be  quite  helpful. 

Will  you  send  us  forms  for  these  reports? 

NEW  JERSEY,  FEBRUARY  2,  1939—1  am  sorry  to  advise 
you  that  we  are  not  interested  in  the  canning  industry  any 
longer.  We  have  quit  canning  tomatoes  and  our  factory  is 
being  operated  by — . 

I  consider  The  Canning  Trade  the  best  of  its  kind  and  have 
always  looked  forward  to  getting  it  the  first  of  every  week. 
Your  thoughts  have  agreed  with  mine  100%  and  I  think  it  would 
be  a  great  thing  for  the  small  canners  to  make  all  reports  to 
you,  so  that  all  would  be  better  informed  as  to  just  what  is 
going  on  behind  the  scene.  I  am  afraid  that  you  will  always 
have  that  10%,  though,  that  will  not  cooperate. 
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MORRAL  CORN  CUTTER 


Either  Single  or  Double  Cut 


Morral  Combination 
Corn  Cutter 

For  Whole  Crain  oi 
Cream  Style 


NEW  IMPROVED  BASKET 


Morral  Corn  Husker 

Either  Single  or  Double 

Morral  Labeling  Machine 

and  other  machinery 


will  last  a  season  or  more  longer 


Write  for  catalog  and 
further  particulars 


Write  for  Samples  and  ‘Prices 


RIVERSIDE  MANUFACTURING  CO. 

MURFREESBORO,  NORTH  CAROLINA 


MORRAL  BROTHERS,  Morral,  Ohio 


A  NECESSITY  FOR  BETTER  PACKS  OF  PEAS 
OR  LIMA  BEANS  AT  GREATER  PROFITS 


•  The  sturdy  construction  and  low  upkeep 
cost  are’!  greatly  •  appreciated  by  users. 


■J*HEY  thresh  the  peas  more  thorouqh- 
^  ly  out  of  the  vines  and  reduce  breakage 
during  the  hulling  process.  They  im¬ 
prove  the  quality  of  the  pack  because  the 
peas  saved  are  the  most  tender  ones  that 
are  in  the  pods,  and  because  they  very  ef¬ 
ficiently  thresh  young  and  tender  peas. 

The  reasons  for  these  large  and  important 
savings  are  due  to  many  exclusive  patent- 
ed^features. 


FRANK  HAMACHEK  MACHINE  CO. 

Mtifitif  ucturers  af  Viners^  Viner  Feeders^  Ensilage  Distributors  and  Ghatn  Adjusters 

KEWAUNEE,  WISCONSIN 
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CONNECTICUT,  FEBRUARY  3, 1939— Yes,  we  would  like  to 
go  along  with  you  on  price  reporting,  but  we  want  your  assur¬ 
ance  that  we  will  not  be  classified  under  “Connecticut”.  There 
are  so  few,  and  such  small  sized  plants  in  Connecticut  that  a 
listing  of  that  sort  would  be  complete  identification,  and  you 
can  readily  understand  we  do  not  want  that.  Suggest  classifica¬ 
tion  “Other  States,”  including  other  low  producing  States. 
(That  will  be  done.) 

TRI-STATES  (E.S.),  FEBRUARY  6,  1939— Relative  to  re¬ 
porting  actual  sales  to  you  for  use  in  compiling  and  printing 
for  the  benefit  of  canners  generally,  beg  to  advise  that  we  will 
be  very  glad  to  cooperate  in  this  movement,  although  we  have 
our  doubts  as  to  the  amount  of  good  which  may  be  thereby 
accomplished.  We  do  not  wish  to  be  in  the  position  of  throwing 
cold  water,  as  we  realize  the  need  of  the  canners  for  more 
information  regarding  market  conditions.  Our  observation  of 
the  workings  of  previous  sales  reports,  particularly  that  of  the 
Tri-State  Association,  to  which  the  writer  was  pretty  close, 
was  that  whether  correct  or  not  the  statement  was  very  often 
made  by  the  brokers  that  canners  were  reporting  good  sales  and 
not  reporting  cheap  sales,  and  that  therefore  the  sales  reports 
did  not  represent  an  average  of  the  market.  From  my  observa¬ 
tion  I  believe  that  there  was  some  truth  in  this  statement. 

Please  advise  us  if  you  decide  to  start  this  project  and  we  will 
cooperate  with  you  fully. 

INDIANA,  FEBRUARY  4,  1939 — As  you  know,  and  we 
canners  all  know,  apparently  our  markets  the  past  few  years 
have  been  controlled  more  by  false  rumors  than  any  other  one 
thing  and  it  apparently  is  getting  worse.  In  fact,  you  probably 
know  there  has  been  considerable  squawking  by  various  canners 
against  various  trade  papers.  It  seems  that  the  lowest  prices 
at  which  sales  were  made  were  quoted  as  the  market  at  that  time, 
and  no  reference  was  made  to  the  better  prices  at  which  we 
know  sales  were  made.  This,  of  course,  led  the  unthinking 
canner  to  believe  this  was  the  only  price  obtainable  and  naturally 
weakened  his  views.  We  feel  it  is  probably  alright  to  quote 
sales  at  the  actual  price  sales  were  made,  but  quote  the  better 
prices  as  well  as  the  lower  prices.  As  you  have  suggested  a 
great  many  times  in  your  publication,  these  lower  prices  repre- 
■  sent  off-grade  merchandise. 

As  you  know  there  are  a  great  many  brokers  who  put  out  false 
rumors  to  weaken  some  canners’  views  with  hopes  of  making  a 
sale.  We  know  this  to  be  true  because  we  recently  had  a  St. 
Louis  broker  who  sent  out,  apparently,  circular  letters  in  the 
State  of  Indiana  stating  that  our  Company  was  quoting  No.  2 
tomatoes  in  St.  Louis  at  61c  delivered.  We  immediately  had  the 
Secretary  of  our  Association  wire  this  broker  asking  where  he 
got  this  information  and  he  replied  by  saying  it  was  a  typo- 
grapical  error,  that  the  price  should  have  been  $.67  instead  of 
$.61.  This  also  was  untrue  because  our  quotation  in  that  market 
was  $.65,  f.  o.  b.  cannery. 

Yes,  we  are  heartily  in  favor  of  this  review  and  if  you  feel 
you  can  bring  this  about,  we  assure  you  our  support,  and  will  do 
all  we  can  to  help  you,  or  we  are  willing  to  do  anything  else 
we  can  to  bring  canners  to  their  senses  and  stop  selling  their 
merchandise  below  the  cost  of  packing. 

WISCONSIN,  FEBRUARY  9,  1939— Regarding  the  price 
bureau,  we  think  if  this  thing  is  propeidy  done  that  it  is  one  of 
the  finest  things  the  canners  can  do  for  themselves.  To  help  you 
get  started — if  you  would  like  to  have  a  complete  list  of  our  sales 
and  shipments  since  January  1st,  we  will  be  only  too  glad  to 
give  it  to  you. 

For  your  information,  several  wholesalers  buy  a  car  today  and 
are  putting  extra  expense  on  the  canner.  Usually  he  is  riding 
you  as  soon  as  labels  arrive  and  shipment  is  made,  wire  us 
car  number  and  initials.  We  sold  5  cars  to  one  outfit  just  before 
the  convention  and  they  were  to  take  out  three  cars  at  once  and 
two  cars  60  days  later;  now  they  are  back  trying  to  buy  another 
5  cars,  of  that  same  item  we  have  left. 

We  will  cooperate  with  you  whole  heartedly  in  this  manner  and 
hope  that  you  will  get  enough  of  the  other  pea  canners  interested. 
We  also  pack  Whole  Kernel  corn — would  you  like  to  have  us 
give  the  report  on  the  sales  of  this  item  also? 

(Certainly  we  want  corn  prices.  We  want  all  canned  foods 
sales.) 


PENNSYLVANIA,  FEBRUARY  2,  1939— We  enjoyed  read¬ 
ing  your  article,  and  we  do  think,  that  if  the  largest  factors 
in  our  line  of  business  would  report  to  you  the  information 
desired,  it  would  correct  many  mistakes  now  being  made  as 
to  prices.  All  that  you  say  in  this  article  with  reference  to 
rumors  is  correct.  We  have  endeavored  to  run  down  quite  a 
few  rumors  with  reference  to  prices  and  they  have  always  proved 
to  be  false.  Whenever  we  have  been  informed  by  an  outlet 
that  a  lower  price  is  being  made  by  another  manufacturer  of 
similar  lines  to  ours,  then  we  find  that  the  only  time  that  this 
information  is  correct  is  when  the  party  giving  the  information 
gives  us  a  definite  statement  and  there  are  exceptions  to  that. 
Whenever  we  are  not  given  definite  information  with  regard  to 
a  price  offer,  then  we  have  always  found  that  the  information 
given  is  false. 

The  weakness  in  your  suggestion  is  that  no  one  ever  wants 
to  advertise  that  they  have  been  foolish  enough  to  sell  their 
goods  at  a  lower  than  market  price.  If  we  were  all  honest  with 
each  other  in  disseminating  information,  then  the  market  would 
become  stronger  just  because  our  pride  would  prevent  us  offer¬ 
ing  and  selling  goods  at  below  market  prices. 

If  other  manufacturers  of  products  similar  to  ours  would  be 
willing  to  go  along  with  you  in  this  matter,  we  would  be  willing 
to  pass  our  sales  information  to  you  as  a  clearing  house  for 
such  information. 

SOUTH,  FEBRUARY  10,  1939 — I  have  given  your  article  in 
the  January  30th  issue  a  great  deal  of  thought  and  have  also 

discussed  it  with  our  sales  manager,  Mr. - . 

I  can  well  realize  that  on  standard  items  such  as  corn,  peas, 
tomatoes,  beans,  such  a  service  might  serve  a  good  purpose 
pi’ovided  you  could  get  the  full  cooperation  of  packers.  You  have 
undertaken  a  tremendous  job  and  I  rather  think  that  in  the  last 
analysis  it  will  be  up  to  you  to  sense  the  market  rather  than 
depend  on  getting  sufficient  reports  to  indicate  the  market.  Your 
idea  is  good  but  I  question  seriously  if  you  will  be  able  to  put  it 
over.  I  hope  you  will  and  I  will  be  very  much  interested  in 
watching  the  results  of  your  efforts.  (A  leading  Canner  of 
Specialties.) 

NEW  JERSEY,  FEBRUARY  9,  1939 — Please  count  us  in  on 
the  Price  Bureau  of  the  Canning  Industry  that  you  are  planning. 
Our  cannery  is  small,  but  we  also  realize  that  if  all  of  us  stick 
together  we  can  eventually  stabilize  canned  food  prices  so  that 
we  won’t  be  entirely  at  the  mercy  of  our  Brokers. 

Your  article  concerning  merchandising  of  our  pack  to  local 
wholesalers  has  been  followed  with  interest,  and  we  have  been 
able  to  capitalize  in  several  small  orders  where  we  got  a  much 
better  price  than  in  New  York.  This  idea  we  plan  to  develop, 
and  hope  that  some  day  we  will  be  able  to  do  the  entire  selling 
of  our  pack  ourselves,  without  resorting  to  outsiders. 

You  will,  undoubtedly,  let  us  know  when  you  will  have  the 
price  bureau  set  up,  through  one  of  your  articles. 

WISCONSIN,  FEBRUARY  10,  1939— The  writer  has  finally 
had  an  opportunity  to  digest  your  splendid  editorial  of  January 
30th  and  also  now  again  in  the  February  6th  issue  of  The 
Canning  Trade. 

We  feel  that  this  is  a  splendid  idea,  in  reference  to  the  above 
subject,  and  will  comply  with  same  to  the  fullest  extent. 

We  will  co-operate  with  you  as  stated  above  and  note  that 
you  pledge  your  absolute  confidence  in  the  reports  that  we  will 
give  you.  We  shall  render  you  a  weekly  report  on  sales  made. 
Assuring  you  of  our  fullest  co-operation,  we  are, 

NEW  JERSEY,  FEBRUARY  11,  1939— We  think  your  idea 
of  gathering  information  on  canners’  sales  and  then  reporting 
same  through  the  issues  of  The  Canning  Trade  is  a  very  good 
one.  You  should  be  congratulated  on  your  willingness  to  do  this. 

You  stated  in  your  “Weekly  Review”  that  reports  would  be 
confidential  and  would  be  reported  by  “States”  and  not  by 
towns  and  cities.  As  you  perhaps  know  tomato  canners  in  New 
Jersey  are  becoming  fewer  each  year  and  we  were  wondering 
if  reporting  canned  tomato  sales  from  a  New  Jersey  Cannery 
would  not  jeopardize  that  canner  in  the  eyes  of  some  of  his 
buyers  if  sales  were  reported  in  detail.  Perhaps  some  weeks 
only  one  report  would  be  forthcoming  from  a  New  Jersey 

(Continued  on  page  26) 
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MAXIMUM 

PROTECTION 

at 

Minimum  Cost 

CAHNERS  EXCHANGE  SUBSCRIBERS 

at 

WARNER  INTER -INSURANCE  BUREAU 


LANSING  B.  WARNER,  Incorporated 

540  N.  Michigan  Ave.,  CHICAGO 


m 


Pi  edmont  labelCom  pany 

I NC OR PO RATED 

DESIGNERS  '  '  LITHOGRAPHERS 


BEDFORD 


VI  RC  I  N  I A 


SAME  WORK 
in  FEWER  HOURS 

You  can  do  it  with 

K  Y  L  E  R 
LABELERS  and  BOXERS 

They’re  built  for  Speed,  Neatness 
and  trouble-free  operation 

“They  have  everything  with  half  the  parte’’ 

WESTMINSTER  MACHINE  WORKS 

Labeling  and  Boxing  Machine  Manufacturers 

Westminster,  Maryland,  U.S.A. 


't 


Hydro-Geared  Grader 

embodies  the  experience  of  over  fifty  years  of  pea  srader 
buildins.  Using  a  full  10  feet  of  sieving  surface,  all  except 
the  larger  sizes  of  peas  are  screened  out  within  2^  feet  of 
the  feed  end,  leaving  7^  feet  for  exact  grading.  These 
peas  are  floated  in  water  back  to  the  next  sieve  receiving 
a  thorough  wash.  Canners  are  assured  not  only  the  best 
machine  available  for  the  purpose  but  a  higher  return  for 
their  improved  quality  packs. 

Let  us  tell  you  about  it. 

THE  SINCLAIR-SCOTT  COMPANY 

“The  Original  Grader  House” 

BALTIMORE,  MARYLAND 
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USING  WINDOW  DISPLAYS 

By  ^^BETTER  PROFITS”* 


TOO  often  merchandising  experts  overlook  oppor¬ 
tunities  for  increasing  the  sales  of  their  goods  and 
products,  because  they  neglect  the  obvious  in  their 
search  for  something  new,  better  and  generally  untried. 
Canners  particularly  are  kept  from  engaging  in  many 
worthwhile  endeavors  in  merchandising  because  they 
feel  a  few  canners  have  so  much  money  to  spend  in 
advertising  any  small  expenditure  will  have  no  effect 
in  increasing  consumer  demand.  Nothing  could  be 
further  from  the  truth. 

Go  into  any  poor  neighborhood,  visit  mercantile 
establishments  on  Michigan  Boulevard  and  5th  Avenue, 
and  see  one  trait  at  least  in  common  among  all  store¬ 
keepers.  Be  the  store  large  or  small,  all  retail  dealers 
make  obvious  attempts  to  keep  attractive  the  windows 
of  their  stores.  The  meanest  store  on  the  street  if 
operated  by  a  man  with  a  spark  of  merchandising 
genius  will  display  windows  sparkling  in  the  sunlight. 
They  will  be  as  clean  as  ammonia,  a  squeegee  and  water 
with  plenty  of  elbow  grease  will  make  them.  The 
windows  of  all  retail  stores  have  a  definite  merchan¬ 
dising  value.  All  too  often  this  is  forgotten  in  attempts 
to  impress  dealers  with  the  elaborateness  of  a  local 
radio  or  newspaper  advertising  campaign.  A  manu¬ 
facturer  may  prepare  to  give  an  attractive  bath  brush 
to  those  sending  him  two  labels  from  his  product 
together  with  fifty  cents,  and  forget  that  a  moderate 
return  to  a  dealer  for  the  use  of  his  window  as  a 
medium  of  display  will  work  wonders  in  increasing 
consumer  interest  in  goods. 

Even  casual  glances  at  a  number  of  grocery  store 
windows  will  convince  the  most  skeptical  that  all  are 
not  employed  to  their  capacity  in  selling  goods.  And 
I  say  this  even  after  seeing  countless  dealers  give  over 
their  windows  to  all  and  sundry  who  asked  for  them. 
Indiscriminate  filling  of  windows  with  a  collection  of 
goods  as  such,  or  the  simple  placing  therein  of  elaborate 
window  filling  pieces  of  lithography,  never  attracted 
shoppers  to  a  store  interior.  On  the  other  hand, 
planned  window  displays,  the  use  by  retail  dealers  of 
well  prepared  advertising  material  for  window 
dressing,  has  resulted  in  moving  largely  increased 
quantities  of  merchandise. 

Any  lithographer  will  supply  you  with  preliminary 
sketches  of  designs  he  feels  will  help  you  sell  goods. 
He  will  furnish  estimates  of  costs,  he  will  have  valuable 
ideas  as  to  how  you  may  distribute  these  samples  of 
his  art.  Usually  the  more  expensive  pieces,  a  center 
piece  and  two  or  more  side  panels  make  up  a  standard 
window  display  set.  When  I  refer  to  more  expensive 
sets  I  have  in  mind  those  for  which  enough  is  paid  for 
the  art  work  and  lithography  so  that  in  the  quantities 
bought  the  whole  looks  as  if  it  was  supplied  by  a 
company  of  standing  in  their  respective  field.  Probably 


from  fifty  to  seventy-five  cents  each  in  reasonable 
quantities  will  provide  material  in  which  the  owners 
will  take  pride.  Only  such  material  in  which  the 
owners  will  take  pride.  Only  such  material  will  answer 
the  purpose  one  must  have  in  mind  when  arranging 
for  it. 

The  display  to  be  most  effective  must  carry  in 
natural  colors  the  principal  label  at  least  in  the  line 
that  is  being  advertised.  Next  in  importance  is  the 
display  of  appetite-appeal  when  foods  are  being  adver¬ 
tised.  Thus  the  conventional  piece  of  cut  cherry  pie, 
with  a  can  in  the  background,  answers  all  the  demands 
of  good  window  display  advertising.  If  side  pieces  are 
supplied,  it  will  be  well  on  these  to  show  orchard  scenes 
or  those  covering  canning  operations.  General  back¬ 
grounds  are  often  used  effectively,  mountains  in  the 
background  of  a  product  produced  in  a  mountain  state 
will  be  very  effective.  These  are  highlights  only,  let 
your  lithographer  lay  out  what  he  considers  will  do  a 
job  and  abide  by  his  decisions  as  far  as  possible  after 
you  have  decided  you  will  spend  the  money  necessary 
to  secure  creditable  display  material. 

A  short  cut  to  window  display  was  taken  a  few  years 
ago  by  quite  a  number  of  advertisers,  and  in  some 
instances  is  being  followed  today.  I  have  in  mind  in 
this  connection  the  set  of  three,  four  or  five  strips  to 
be  affixed  to  the  outside  or  inside  of  the  window.  Too 
many  firms  using  these  sets,  however,  took  little  pains 
to  get  a  good  looking  lot  of  material.  Usually  it  was 
not  gummed,  the  inks  were  of  pocr  quality,  the  work  did 
not  stand  up  well  in  use  and  we  see  less  and  less  of  them. 
I  certainly  would  not  advise  their  use  at  this  time  by  a 
canner  anxious  to  make  a  good  impression  on  dealers. 
If  you  have  salesmen  on  the  retail  trade  your  problem 
of  distribution  is  pretty  well  solved.  The  personal 
interest  of  your  own  employee  in  seeing  to  it  that  your 
display  material  is  properly  placed  and  used  is  worth 
a  lot.  The  next  best  bet  is  the  willingness  of  a  co¬ 
operative  advertising  group  to  use  the  advertising  helps 
you  provide.  They  are  quite  often  your  exclusive  dis¬ 
tributors,  the  material  in  their  stores  adds  individuality 
to  them,  it  is  helpful  in  increasing  sales  and  they  are 
quite  satisfied  to  go  along  with  you  on  the  distribution. 
Lacking  both  retail  salesmen  or  advertising  men,  or  co¬ 
operative  groups,  you  can  usually  arrange  with  some 
advertising  service  man  to  have  him  put  in  your  win¬ 
dows.  The  advantage  of  such  an  arrangement  lies  in 
the  fact  you  know  before  you  start  how  much  the  dis¬ 
tribution  will  cost.  If  your  display  is  adaptable  to  the 


^Readers  art,  invited  to  submit  selling  plans,  label  designs,  etc., 
to  “Better  Profits"  for  analysis  and  suggestive  criticism.  This 
service  is  conducted  without  charge.  Mail  your  communications 
to  “BETTER  PROFITS”  do  THE  CANNING  TRADE,  20 
S.  Gay  Street,  Baltimore,  Md. 
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use  of  crepe  paper  or  muslin  it  can  be  included  in  the 
job  and  your  displays  increased  in  effectiveness. 

Perhaps  you  do  not  want  to  start  heavily  in  this 
matter  of  displays  but  prefer  to  try  out  the  plan 
seriously  in  a  market  or  two.  If  this  is  the  case,  you 
may  secure  several  moving  electric  signs,  several  necn 
signs  to  be  used  as  center  pieces  of  displays  to  be  made 
up  largely  of  goods,  or  even  several  giant  packages 
around  which  displays  of  product  may  be  arranged  to 
suit  the  fancy  of  the  one  making  the  display.  What¬ 
ever  the  medium  you  finally  select,  follow  through  wiLh 
it  as  consistently  as  possible.  If  you  have  a  salesman 
delivering  elaborate  sets  of  window  display  material  to 
dealers,  instruct  him  to  have  as  many  displays  installed 
in  a  single  week  as  he  can  get.  A  display  here  and  one 
there  is  not  nearly  as  effective  as  is  the  sight  of  several 
identical  displays  in  a  neighborhood. 

Reproductions  of  masterpieces  often  make  a  hit  in 
lithographed  window  displays.  The  introduction  in 
such  cases  of  the  can  or  container  is  quite  often  handled 
as  an  incidental,  and  most  effectively.  A  dealer  will 
allow  an  attractive  lithograph  to  stay  in  his  store  for 
a  long  time  if  it  really  is  attractive,  and  if  it  is  shown 
first  for  its  beauty  or  story  with  the  product  it  adver¬ 
tises  in  second  place.  Many  advertisers,  however,  feel 
their  displays  lack  “umph”  if  they  are  not  built  around 
appetite  appeal  first,  last  and  all  the  time.  Probably 
they  are  as  near  right  as  anyone  when  finally  arriving 
at  a  theme  for  a  display  piece.  As  I  have  said  before, 
you  may  pretty  safely  leave  the  decision  on  this  to 
your  lithographer.  Earlier  in  this  article  I  mentioned 
a  moderate  return  to  a  dealer  for  the  use  of  his  window. 
I  did  not  have  in  mind  you  would  offer  to  pay  for  a 
window,  although  this  is  often  done.  Make  your 
material  valuable  to  the  grocer,  show  him  where  his 
sales  will  increase  if  he  allows  you  to  make  the  display 
or  makes  it  for  himself,  and  you  won’t  have  to  dig 
down  for  an  allowance  to  him  for  the  use  of  his  window. 
I  called  your  attention,  too,  to  the  matter  of  planned 
windows.  Before  your  first  window  is  installed  decide 
on  the  average  amount  of  stock  you  will  group  around 
your  lithographed  pieces.  Take  photographs  of  a  dis¬ 
play  made  as  you  intended  it  should  be  made.  Write  a 
bulletin  incorporating  the  essential  features  of  the  dis¬ 
play  and  be  sure  and  mention  in  it  the  number  of  cans 
or  cases  of  goods  you  suggest  should  be  placed  in  the 
average  window.  With  this  supplementary  material  at 
hand  a  dealer  will  have  little  difficulty  in  making  a 
creditable  display  himself  even  though  you  simply 
supply  the  set  pieces  for  the  window. 

After  all  this  has  been  done,  set  up  several  displays 
in  stores  where  you  can  watch  closely  the  sales  of  your 
product  over  a  period  while  the  display  is  in  place.  Note 
the  probable  increases  over  a  like  period  when  no  dis¬ 
play  was  made.  Then  use  this  information  when  selling 
your  other  retail  dealers  on  the  value  of  using  your  dis¬ 
plays  as  sales  builders.  You’ll  see  sales  and  profits 
increase  as  you  adopt  sound  display  methods.  If  you 
wish  suggestions  as  to  competent  lithographers  and 
window  display  specialists,  write  us,  no  obligation  of 
course,  this  is  your  column,  use  it. 


CRCO  VINER  FEEDERS 
WILL  NOT  CLOG 

In  presenting  the  CRCO  Steel  Feeder  for 
green  pea  viners,  we  are  offering  the  last  word 
in  strong,  rugged  construction.  In  design, 
the  CRCO  Feeder  is  built  to  permit  feeding 
only  the  proper  amount  of  vines  to  the  viner, 
thus  eliminating  all  necessity  of  any  mechan¬ 
ical  means  of  vine  distribution. 

Send  for  complete  details  of  CRCO  Viner 
Feeders — learn  the  value  of  their  life-time 
construction  and  real  economy. 


Send  For  Bulletin  and  Prices 
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W.  E.  Nicholoy  (left)  Scott  Viner  Company,  President  of  the  Canning 
Machinery  and  Supplies  Association  congratulating  Herman  Gamse  (right) 
Gamse  Lithographing  Co.,  Baltimore,  out  of  whose  idea  grew  the  “A  can  a 
day  will  do  it”  buttons  displayed  on  the  coat  lapel  of  every  conventionite  at 
the  recent  National  Convention  to  urge  every  housewife  to  serve  one  can  of 
food  every  day  until  June  1st  thus  emptying — according  to  Mr.  Gamse’s 
estimate — every  canning  warehouse  in  the  United  States. 

• 

“neal”  MITCHELL  DEAD — Frederick  O’Neill  Mitchell  died  sud- 
dently  at  his  home  in  Perryman,  Md.,  on  Monday  morning 
February  13th,  after  having  been  stricken  suddenly  on  the 
previous  Saturday. 

F.  O.  Mitchell,  of  the  firm  of  F.  O.  Mitchell  &  Bro.,  Perryman, 
Md.,  was  well  known  throughout  the  entire  industry,  having  at 
one  time  been  Chairman  of  the  Corn  Section  in  the  National 
Canners  Association.  He  and  his  firm  were  of  that  great  clan 
of  Shoepeg  Corn  canners  of  Harford  County  (Md.)  who  made 
that  product  so  successful  that  it  induced  the  general  canning  of 
whole  grain  corn.  “Neal”  was  a  big,  hearty,  lovable  man  with 
a  host  of  friends,  particularly,  of  course,  in  the  Tri-State  region, 
but  likewise  in  all  sections. 

His  brother,  Parker,  is  the  other  member  of  the  firm.  In 
addition,  besides  his  widow,  he  leaves  a  sister,  Mrs.  William  M. 
Hopkins,  Aberdeen,  Md. 

In  addition  to  corn  they  were  well  known  canners  of  fine  peas, 
and  their  plant  at  Perryman  stands  as  a  lesson  to  all  such 
canners.  The  Mitchell  brothers  believed  in  the  latest  and  best 
canning  machinery,  and  they  had  it,  but  unlike  many  of  their 
fellow  canners  of  the  West  and  elsewhere,  they  did  not  put  a 
quarter  of  a  million  dollar  fortune  into  the  buildings  to  house  it. 
Corrugated  iron  structures,  with  solid  foundations,  and  concrete 
or  other  modern  floors,  one  story  in  height,  served  efficiently  and 
sanitarily  for  the  production  of  high  quality,  big  capacity  packs, 
without  the  weighting  down  of  the  other  heavy  investment.  They 
were  one  of  the  first  to  use  the  Continuous  Cooker  and  cooling 
machines,  as  they  were  with  many  other  advanced  mechanical 
servants,  and  they  have  a  trade  for  their  products,  much  of 
which  is  grown  on  their  own  lands  adjoining  their  plants,  that 
regularly  takes  up  the  packs,  at  prices  relatively  free  of  the 
usual  competition. 

The  industry  has  lost  a  sterling  character,  and  a  much  loved 
one,  and  the  associations  an  always  hard  and  willing  worker. 
The  sympathies  of  all  go  out  to  his  family. 

• 

bHjMER  e.  chase,  vice-president  of  the  Richmond-Chase  Co., 
once  President  of  the  National  Canners,  and  for  many  years 
president  of  the  Canners  League  of  California,  passed  away  at 
the  San  Jose  Hospital,  San  Jose,  Calif.,  February  13,  of  a  heart 
ailment.  He  was  77. 


GRAMS 

of 

INTEREST 

Mr.  Chase  was  a  native  of  Rochester,  N.  Y.,  and  came  to 
Santa  Clara  County,  in  the  “Valley  of  Heart’s  Delight,”  in  1874. 
Even  at  that  early  date,  San  Jose  was  gaining  prominence  as  a 
canning  center  and  not  long  afterward  Mr.  Chase  became 
associated  with  this  industry,  joining  the  staff  of  the  Golden 
Gate  Packing  Company,  the  second  peach  canning  concern  to 
open  there.  From  here  he  went  to  found  the  concern  with  which 
he  associated  to  the  time  of  his  passing  and  to  those  glorious 
years  during  which  he  headed  the  organized  canners  of 
California. 

He  became  president  of  the  Canners  League  of  California  in 
1913  and  served  continuously  with  the  exception  of  a  single  year 
when  he  served  as  leader  of  the  National  Canners  Association. 
The  rare  qualities  of  mind,  heart  and  character  made  him 
beloved  as  a  man,  and  admired  as  a  citizen.  The  elements  in 
his  character  were  mixed  with  a  consistent  nobleness,  which 
everyone  who  knew  him  loved  so  well.  He  had  a  clean  hand  and 
a  pure  heart.  His  mind  was  above  vanity. 

He  is  survived  by  his  son,  Elmer  E.  Chase,  Jr.,  and  a  daughter, 
Mrs.  William  Skowran,  both  of  San  Jose. 

• 

ROYAL  SHAWCROSS,  A.  A.  Knights  &  Son  Corp.,  Malden,  Mass., 
was  elected  president  of  the  National  Preservers  Association  at 
a  meeting  of  the  association  held  in  Chicago  January  23rd. 
Other  officers  elected  are:  vice-president,  A.  N.  Chappell,  the 
Bama  Co.,  secretai-y-treasurer,  Wayne  C.  Meschter,  The  Ameri¬ 
can  Preserve  Co.,  executive  committee,  R.  J.  Glaser,  L.  H. 
LaRue,  A.  E.  Philips,  George  Senn,  Lloyd  H.  Smith,  W.  J.  Smith 
and  C.  R.  Zimmerman. 

• 

R.  H.  WILLIAMS  formerly  head  of  the  canned  foods  depart¬ 
ment  of  Sprague,  Warner  &  Co.,  has  joined  the  sales  staff  of 
Calkins  &  Co.,  Chicago  food  brokers. 

• 

THE  CALIFORNIA  FISH  AND  GAME  COMMISSION  now  has  a  splen¬ 
did  floating  fish  laboratory  in  the  recently  launched  N.  B. 
Schofield.  The  craft  is  a  100-foot  vessel  powdered  by  a  350  H.  P. 
Diesel  engine,  and  is  equipped  for  the  taking  and  study  of  both 
commercial  and  game  fish. 

•  . 

THE  SPRING  MEETING  of  the  Tri-State  Packers’  Association  will 
be  held  at  the  Lord  Baltimore  Hotel,  Baltimore,  on  April  13th 
and  14th.  The  Annual  Meeting  of  the  Association  will  be  held 
on  Thursday  and  Friday,  December  7th  and  8th.  The  place  of 
that  meeting  has  not  yet  been  decided  upon. 

• 

MARCOS  VBXIA,  21-79  Apartado  Nacional,  Bogota,  Columbia, 
S.  A.,  has  a  client  who  plans  to  enter  the  condensed  and  powdered 
milk  business  and  is  interested  in  obtaining  information  on  the 
necessary  canning  and  evaporating  equipment. 

• 

A  MEETING  OF  CORN  CANNERS  and  Allied  Industries  was  held 
in  Chicago,  Sunday,  February  12,  1939,  for  the  organization  of 
the  Corn  Canners  Service  Bureau  with  offices  in  Chicago.  This 
organization  will  start  rendering  service  to  corn  canners 
immediately. 

• 

THE  CANNERS  SHORT  COURSE  will  be  held  at  College  Park  on 
Thursday  and  Friday,  February  23rd  and  24th.  Several  out 
of  the  State  speakers  will  be  on  the  program  and  in  addition 
there  will  be  reports  of  the  field  work  done  by  the  different 
departments  of  the  University  of  Maryland.  Many  practical 
topics  of  timely  interest  to  the  industry  will  be  up  for  discussion. 


February  20, 1939 


POMONA  PRODUCTS  COMPANY,  Griffin,  Ga.,  announces  the  affilia¬ 
tion  with  the  organization  of  Mr.  R.  H.  Bachrath,  former  sales 
manager  with  Florida  Gold  and  Florida  Fruit  Canners.  He  will 
be  associated  with  Sunshine  Foods,  Inc.,  at  Winter  Haven,  Fla., 
which  has  close  affiliations  with  Pomona  Products  Company. 


LOUIS  GiTTBa^MAN  has  purchased  the  interests  of  San  Weiss  in 
the  Golden  Coast  Wholesale  Grocery  Co.,  6065  Santa  Monica 
Blvd.,  Los  Angeles,  Calif. 


THE  29th  annual  CONVENTION  of  the  Utah  Canners  Associa¬ 
tion  will  be  held  in  Ogden,  Utah,  on  Friday  and  Saturday, 
February  24th  and  25th  at  the  Hotel  Ben  Lomond.  Association 
officers  recently  elected  are  L.  T.  Dee,  Utah  Canning  Co.,  Ogden, 
president;  William  Varney,  Varney  Canning,  Inc.,  Roy,  vice- 
president;  E.  R.  Blackinton,  Royal  Canning  Corp.,  Ogden, 
secretary-treasurer,  and  Harvey  F.  Cahill,  320-321  Kiesel 
Building,  Ogden,  executive  secretary. 


quality 


THE  ANNUAL  MEaTTiNG  of  the  Canners  League  of  California  is 
to  be  held  at  the  Hotel  Del  Monte  beginning  with  an  evening 
session  Thursday,  March  2nd,  and  continuing  through  Saturday, 
March  4th. 


CHARLES  H.  JANSSEN,  president  of  the  National  Association  of 
Margarine  Manufacturers,  with  headquarters  at  Columbus,  Ohio, 
announces  the  appointment  of  A.  E.  Mockler  as  Trade  Relations 
Director  for  the  Association,  effective  February  1st.  Mr. 
Mockler  is  well  known  in  food  and  grocery  trade  circles,  having 
served  as  editor  of  the  grocery  department  of  the  New  York 
Journal  of  Commerce  for  the  past  five  years.  Previously,  he 
was  engaged  in  writing  business  and  financial  news,  in  public 
relations  and  trade  relations  activities  in  New  York  City.  He 
will  operate  from  the  Columbus  headquarters  office  of  the  Na¬ 
tional  Association  of  Margarine  Manufacturers. 


The  Food  Machinery  insignia  on  can¬ 
ning  equipment  is  like  “Sterling” 
stamped  on  silver,  denoting  unques¬ 
tioned,  superlative  quality. 

Among  the  great  Sprague- 
tl  Sells  family  of  outstanding 
canners’  machines  is  the 


FOR  THE  YEAR  ENDED  December  31,  1938,  Continental  Can  Com¬ 
pany,  Inc.,  February  15th  reported  net  earnings  of  $7,101,973 
after  federal,  state  and  foreign  income  taxes,  equivalent,  after 
provision  for  dividends  on  the  $4.50  cumulative  preferred  stock, 
to  $2.17  a  share  on  2,853,971  outstanding  common  shares  of  $20 
par  value.  Gross  sales  and  operating  revenues  from  outside 
customers  aggregated  $85,673,999  after  deduction  of  discounts, 
returns  and  allowances.  A  special  tin  plate  and  terne  plate 
allowance  was  made  to  customers  on  1938  can  purchases  which 
resulted  in  a  net  charge  against  operating  profits  of  approxi¬ 
mately  $1,900,000,  O.  C.  Huffman,  president  of  the  company, 
stated  in  his  message  to  stockholders. 

The  above  compares  with  net  earnings  for  1937  of  $8,913,525 
after  federal,  state  and  foreign  taxes,  equivalent  to  $3.06  a 
share  on  the  common  stock,  and  gross  sales  and  operating 
revenues  from  outside  customers  of  $93,879,021  after  deduction 
of  discounts,  returns  and  allowances. 


UNIVERSAL 
CORN  CUTTER 


Pf  the  only  machine  that  successfully  cuts 

H  Hm  com  for  both  whole-grain  and  cream- 

il  iHHi  style  packing. 

I  Besides  stepping  up  the  quality  of  the 

pack,  this  machine  invariably  gives  a 
greater  yield — often  as  high  as  15%. 
Many  canners  claim  that  the  Univer- 
sal  has  more  than  paid  for  itself  in 
^  single  season. 

For  the  complete  story  of  this  sensa- 
tional  money-maker 

MAIL  COUPON  TODAY 

Modern  Canning  Equipment  for  All  Food  Products 


PENNSYLVANIA  CANNERS  ASSOCIATION  campaign  to  acquaint 
more  consumers  and  distributors  with  canned  foods  parading 
under  the  theme — “Buy  Pennsylvania’s  Canned  Foods”  is 
progressing  rapidly.  Radio  broadcasts  are  being  given  regularly 
and  direct  mail  publicity  and  newspaper  stories  about  the  in¬ 
dustry  are  having  their  effect.  To  tie-in  with  this  movement 
sponsored  by  that  Association  and  in  cooperation  with  the  De¬ 
partment  of  Agriculture  the  Chain  Store  Groups  in  the  State 
will  celebrate  “Pennsylvania  Days”  from  March  2nd  to  11th. 

The  Association’s  Secretary  urges  every  canner  to  “contact 
your  Pennsylvania  buyers,  tell  them  what  you  have  to  sell,  show 
them  these  ‘Buy  Pennsylvania’s  Canned  Foods’  window 
streamers.  Find  out  how  many  they  will  use  during  this  event 
and  thereafter,  enthuse  them  with  the  prospects  for  more 
business  on  your  products.  Order  these  window  streamers  to 
be  sent  to  them  by  you  or  direct  from  the  office  of  your  secre¬ 
tary  (if  you  want  the  secretary  to  mail  them  direct  advise  him 
and  a  letter  will  be  sent  your  customer  that  they  have  been 
sent  at  your  request).” 


Sprague-Sells  Division 

HOOPESTON,  ILLINOIS 


FOOD  MACHINERY  CORPORATION  a  so 

(Sprague-Sells  Division)  HOOPESTON,  ILL. 

Please  send 

Q  Full  details  of  the  Universal  Corn  Cutter. 

□  Your  complete  General  Catalog. 


Name 


A  STATEMENT  has  been  filed  by  R.  J.  May  and  D.  B.  and  W.  E. 
Berelson  to  indicate  that  they  are  engaged  in  the  food  brokerage 
business  at  704  Sansome  Street,  San  Francisco,  Calif.,  as  the 
Stuart  C.  Thompkins  Co. 


18 


THE  CANNING  TRADE 


February  20, 1939 


WANTED  and  FOR  SALE 

This  is  a  page  that  must  be  read  each  week  to  be  appreciated.  You  are  unlikely  to  be  interested  every  week  in  what 
is  offered  here,  but  it  is  possible  you  will  be  a  dozen  times  in  the  year.  If  you  fail  to  see  and  accept, 
your  opportunity  and  money  are  lost.  Rates  upon  application. 


FOR  SALE  — MACHINERY 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
Pumps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 


FOR  SALE — New  and  Used  boilers,  all  sizes,  high  and  low 
pressures.  Also  pumps,  heaters,  engines.  Boiler  repairs  and 
installations.  Boiler  Engineering  &  Supply  Co.,  Phoenixville, 
Pa.  Phone  2524. 

FOR  SALE — Little  used  and  rebuilt  canning  machinery.  What 
have  you  to  sell  or  exchange?  A.  K.  Robins  &  Co.,  Inc., 
Baltimore,  Md. 

FOR  SALE — Olney  single  washer.  Thoroughly  re-built  and 
guaranteed.  Geo.  J.  Olney,  Westernville,  N.  Y. 

WANTED  — MACHINERY 

WANTED — Late  model,  steel  frame  Knapp  Labeling  Machine, 
or  late  model  Burt  Labeling  Machine  for  either  adjustable  or 
non-adjustable.  Sprague-Sells  or  Hanson  hand  pack  filler, 
Anderson  Barngrover  exhaust  box,  full  automatic  can  closing 
machines.  Address  Box  A-2338  c/o  The  Canning  Trade. 

WANTED  TO  BUY— Pea  Blancher,  15  foot  length;  Pea  Eleva¬ 
tor;  Wisconsin  Pea  Washer;  5  Retorts;  50  Retort  Crates.  Must 
be  in  good  condition.  Address  Box  A-2337,  The  Canning  Trade. 

WANTED  TO  BUY — One  Continuous  No.  10  Tomato  Cooker 
for  spot  cash.  Must  be  in  good  condition.  Address  Box  A2339 
The  Canning  Trade. 


FOR  SALE— PLANTS _ _ 

Contract  growers  of  cabbage,  tomato  and  pepper  plants.  Write 
today  for  our  quotations  on  your  requirements.  Omega  Plant 
Farms,  Omega,  Ga. 


MISCELLANEOUS 

WANTED — Salvaged  Canned  Foods.  Will  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Address  Box  A-2334  c/o  The  Canning  Trade. 


FOR  CANNING  OR  FREEZING 
FANCIEST  WHOLE-KERNEL  CORN 


CORN  CANNING 


Thie  lUNoiTTEitt  Westminster,  Jfd. 

HUSKERS  — CUTTERS  — TRIMMERS  — CLEANERS 
SILKERS— WASHERS  and  GRINDERS 


BERLIN  CHAPMAN 

BERLIN*WISCONSIN  U.S.A. 


CANNING  MACHINERY 


A  COMPLETE  LINE  OF  CANNING  MACHINERY  FOR  ANY  PLANT 


YOU  WANT  good  2nd  hand  ma¬ 
chinery— ASK  FOR  IT.  State 
your  wants  on  this  “Wanted  and 
and  For  Sale”  page. 


IF 


You  have  good  used  maehinery,  no 
longer  needed,  turn  it  into  eash — 
Advertise  it  on  this  page. 


IF 


You  want  to  rent  or  to  buy  a  ean- 
nery — or  if  you  want  to  rent  or 
to  sell  your  plant 

Say  So  on  this  page. 

THE  COST  is  very  small. 


The  rates — straight  reading,  no  display: 
One  time,  per  line  40c 
Four  or  more  times,  per  line  30c 
Minimum  charge  per  ad.  $1.00 

Count  eight  average  words  to  the  line.  Count 
initials,  numbers,  etc.,  as  words.  Short  line  counts 
as  full  line.  Use  a  box  number  instead  of  your 
name  if  you  like. 
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DISTRIBUTORS  ACTIVITY 

By  “OBSERVER” 

SUPER  MARKETS  AND  SUPER  TAXES 

SUPER  MARKETS  and  chain  stores  came  under 
legislative  fire  in  two  States  during  the  past  week 
as  new  plans  for  drastic  license  fees  and  taxation 
were  advanced  as  measures  to  curb  their  activities.  At 
Boston,  where  hearings  were  held  before  a  legislative 
committee  on  the  Massachusetts  House  bill  levying  a 
license  fee  of  $5,000  “on  the  second  store  and  each 
additional  store”  of  the  self-service  type,  the  statement 
was  made  that  such  markets  reduce  employment. 

Representative  Walter  J.  Moran,  Somerville,  Mass., 
told  the  committee  that  super  markets  meant  less 
employment  to  his  community  because  they  require 
fewer  workers  even  than  the  chain  store.  Representa¬ 
tive  John  Wenzler,  South  Boston,  urged  the  bill’s 
enactment,  contending  that  the  closing  of  chain  stores 
to  permit  opening  of  a  super  market  was  adding  to  the 
burden  of  realty  owners.  The  proposed  fees,  he 
admitted,  would  eliminate  self-service  stores  in 
Massachusetts. 

Retail  distributor  and  consumer  interests  assailed 
the  bill  vigorously.  Harold  F.  Woodward,  secretary 
of  the  Massachusetts  Retail  Grocers  and  Provision 
Dealers  Association,  declared  the  measure  was  loosely 
drawn  and  might  affect  any  company  in  the  State  with 
two  or  more  stores.  “The  tendency  of  all  distribution 
is  towards  self-service,”  Mr.  Woodward  said,  citing 
instances  where  super  markets  employed  more  persons 
than  under  the  older  system.  Mary  D.  Learned,  repre¬ 
senting  the  Massachusetts  Committee  on  Consumer 
Legislation,  branded  the  bill  as  “punitive  legislation 
against  the  best  interests  of  the  consumer,  which  would 
result  in  increased  prices  for  the  necessities  of  life.” 

In  Georgia,  in  the  meanwhile,  a  drastic  tax  on  chain 
stores  was  approved  by  the  ways  and  means  committee 
of  the  State  House  of  Representatives.  It  is  modeled 
after  the  Louisiana  tax  and  carries  a  scale  of  levies 
ranging  up  to  $1,200  on  a  single  store  in  chains  which 
contain  375  or  more  units.  The  new  measure  is  an 
amendment  to  the  present  Chain  Store  Act,  which 
carries  a  maximum  of  $40  per  store  in  the  highest 
bracket.  The  current  levy  of  $2  on  single  stores  is 
eliminated  in  the  pending  measure,  and  the  scale  starts 
at  $10  per  store  on  chains  containing  two  to  ten  units. 
The  scale  is  graduated  according  to  the  number  of 
units  in  the  entire  chain. 

PROPOSED  NEW  PRICE  MARK-UPS 

The  question  of  price  mark-ups  is  again  engaging 
the  attention  of  wholesale,  jobbing  and  retail  in¬ 
terests.  The  2  per  cent  mark-up  provision  con¬ 
tained  in  the  report  of  the  National  Food  and  Grocery 
Conference  Committee  appears  to  have  the  support 
of  a  large  body  of  distributors  in  so  far  as  it  is  intended 
as  a  measure  to  stop  loss-leader  sales.  This  feature 
of  the  model  law  also  meets  with  objections,  however, 

(Continued  on  page  26) 


Plus  (+)  Investments:  They  Afford 


EXTRA  VALUES 


•  When  you  consider  what  Langsenkamp  Equipment 
offers,  there  is  real  reason  to  ask  yourself:  “Can  I  af¬ 
ford  to  do  without  it?  Isn’t  my  outmoded  equipment 
with  its  waste  and  inefficiency  coasting  more  than 
Langsenkamp  Equipment?”  It’s  real  tradgedy  if  you 
are  paying  more  than  the  cost  of  new  Langsenkamp 
Units  in  wasted  time  and  product  and  lost  profits. 


#  Many  canners  are  sa3nng  “I 
need  new  equipment,  hut  can  I  af¬ 
ford  it  this  season?”  The  answer 
is,  if  buying  new  equipment  is  a 
matter  of  pride — get  along  with 
the  old.  But  if  present  equip¬ 
ment  no  longer  meets  the  de¬ 
mands  for  production  efficiency 
— discard  it.  The  EXTRA 
VALUES  afforded  by  Langsen¬ 
kamp  Equipment  pays  for  it 
many  times  over  extra  pro¬ 
duction  capacity,  extra  savings 
in  time,  in  product,  in  overhead, 
extra  years  of  dependable  service. 


Improved  "39" 
Kook-More  Koils — 
belter  than  ever. 


The  Indiana  Line  of  Pulpers  and 
Finishers  is  complete — affording  a 
production  unit  of  highest  efficiency 
for  every  requirement. 


Juice  Strainer-pro¬ 
tects  quality. 


F.  H.  LANGSENKAMP  CO. 

'^Efficiency  in  the  Canning  Plant"  INDIANAPOLIS,  IND. 


MORTGAGE  SALE 

Two  Valuable  Canning  Properties 

Located  at  Cordova  and  Willoughby  Maryland,  owned 
by  Cordova  Realty  Company  and  for  past  three  years  oper¬ 
ated  by  Talbot  Canning  Corporation. 

Place  of  Sale:  EASTON,  MARYLAND 
Date  of  Sale:  SATURDAY  MARCH  4,  1939 
Time:  Between  2  and  4  P.M. 

Sale  will  include  ALL  REAL  ESTATE,  BUILDINGS 
and  MACHINERY 

At  Cordova  Plant:  In  addition  to  large  Canning  Factory 
there  are  20  other  buildings,  also  Large  Frame  Office  Build¬ 
ing,  built  1934. 

At  Willoughby  Plant:  In  addition  to  large  Canning 
Factory  there  are  2  Dwellings  and  24  other  buildings. 

RAILROAD  SIDING  AT  EACH  PLANT 

Capacity  of  Plants— about  400,000  Cases  Annually 

INSPECTION  OF  PLANTS  INVITED 

For  additional  information  see  or  write  to 

T.  HUGHLETT  HENRY,  Assignee,  Easton,  Md. 
or  to 

THE  FARMERS  and  MERCHANTS  BANK.  Easton,  Md. 
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THE  STAR  PERFORMER 
Like  a  theatrical  favorite,  whose  popu¬ 
larity  widens  each  year,  Golden  Cross 
Bantam  holds  a  unique  place  among 
hybrids.  It  is  the  most  widely  adapted 
hybrid,  noted  for  its  great  uniformity,  its 
heavy  yield,  its  flavor  and  its  quality. 
It  is  unusually  resistant  to  bacterial 
wilt.  Place  your  order  today. 


. .  Q)ivinon  of  ike  . . 

PHILLIPS  PACKING  COMPANY,  Inc. 

'Trackers  of  T^killips  Delicious  Qualiiif  Canned  ^oo^s 

CAMBRIDGE  •  MARYLAND.  C.S.A. 


F.  H.  WOODRUFF  &  SONS 

MILFORD  CONN. 

Branches  and  Shipping  Points :  Sacramento,  Calif.;  Rocky  Ford,  Colo.;  Milford,  Conn.;  Atlanta,  Ga.; 

Toledo,  Ohio;  Mercedes,  Tex.,-  Basin,  Wyo.;  Bellerose,  L  I.,  N.  Y.,  and  others. 
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THE  MARKETS 

IN  THE  LEADING  CANNED  FOODS  CENTERS 


WEEKLY  REVIEW 

Canners  Who  Sell  Their  Goods  Are  Finding  Buyers  and  At  Fair 
Prices — Market  Feeling  Better — Cutting  Acreage  But  Corn 
Prices,  Too — Statistics  of  Sales  and  Shipments — Muzzle 
the  Mourners. 

IRMER — The  bally-hoo,  otherwise  known  as  propa¬ 
ganda,  which  pictured  the  canners  going  to  Chicago 
for  their  Convention,  with  huge  stocks  of  canned 
foods,  and  on  bended  knees  begging  the  buyers  to  take 
them  at  any  price,  has  all  played  out,  for  nothing  of  the 
sort  took  place,  as  we  have  long  since  recorded.  On 
the  contrary  canners  stood  solid  for  fair  prices,  and  not 
a  few  of  them  told  us  they  sold  good,  big  blocks  at 
better  than  quoted  market  prices.  Today  the  market 
admits  this,  and  even  more  that  the  again  bally-hooed 
too  heavy  carry-overs  are  not  as  bad  as  they  seem, 
especially  in  view  of  the  continuous  and  rush  orders, 
and  the  heavy  consumer  demand.  We  are  now  right 
in  the  midst  of  the  heaviest  demand  of  the  year  for 
canned  foods,  and  this  must  go  on  until  new  crops  of 
foods  are  ready  in  gardens,  which  means  a  good  six 
months.  Old  Dame  Nature  is  helping  the  canners’ 
market  in  nipping  the  crops  of  fresh  vegetables ;  but  an 
even  better  indicator  is  the  awakening  of  the  consum¬ 
ing  public  to  the  fact  that  at  the  prices  at  which 
canned  foods  are  retailing,  they  are  very  much  cheaper, 
and  easier  handled,  than  any  other  form  of  the  same 
foods. 

Yet  there  are  interests — and  especially  we  are  sorry 
to  report  among  the  supplymen  to  this  industry — who 
say  and  write  “The  warehouses  are  packed  with  canned 
foods.”  “The  demand  is  very  limited!”  etc.,  etc. 
These  mourners  ought  to  be  muzzled.  The  only  ware¬ 
houses  that  are  “loaded”  are  those  of  canners  who 
packed  more  than  they  knew  they  should  have — and 
some  of  those  were  forced  to  do  that  against  their  own 
better  judgment — and  are  now  sitting  still  waiting  for 
some  buyer  to  come  and  to  take  the  goods  away  from 
them.  Canners  who  put  selling  efforts  behind  their 
business,  as  every  business  man  should  do,  are  finding 
sales  fairly  easy,  and  are  not  obliged  to  take  price  cuts. 
The  better  buyers  are  learning  that  the  kind  of  canners 
they  like  to  do  business  with,  and  the  kind  of  quality 
goods  they  want,  are  growing  slim  in  their  holdings, 
and  so  there  is  better  and  larger  buying  than  has  been 
seen  in  several  months,  if  not  for  a  year.  Read  the 
market  reports  from  other  sections,  in  this  issue,  Cali¬ 
fornia  for  instance,  and  note  the  strong  feeling  existing, 
and  the  better  prices  being  received.  And  you  will  find 
some  of  this  in  the  few  Bureau  Prices  we  quote  in  this 
issue.  The  letters  regarding  that  Bureau  ought  to  be 
encouraging,  too. 


But  what  can  be  said  of  a  canner  who  acts,  as  one 
writer  reports?  We  delete  the  State,  because  that 
would  fix  the  man  in  many  minds,  but  otherwise  the 
writer  says : 

“Corn,  by  one  of  the  larger  boys  in  the  game,  is 
being  sold  twenty-seven  miles  from  here,  at  five 
cans  for  twenty-five  cents,  to  THE  CONSUMER ! 
That  same  canner  is  spending  a  lot  of  time,  and 
honestly  trying  to  form,  an — (State) — Co-opera¬ 
tive  movement  to  control  acreage,  but  has  not 
enough  faith  in  the  movement,  that  he  and  others 
are  trying  to  get  under  way,  to  quit  giving  his 
own  corn  away.  I  have  talked  personally  with  them 
but  am  not  good  enough  salesman  to  sell  them  on 
the  idea  that  their  low  prices  are  not  moving  more 
corn  than  would  be  moved  at  a  price  that  would  at 
least  return  them  the  money  they  paid  out  to  can 
the  corn.  Damn  me  if  I  know  how  to  co-operate 
with  minds  such  as  these.” 

Statistical  reports  just  at  hand  show  that  during 
January,  they  sold  and  shipped  1,448,470  cases  of  peas, 
of  which  the  mid- west  contributed  over  700,000  cases. 
That  is  a  better  movement  than  last  year,  and  it  will 
be  even  better,  we  predict,  in  this  short  month  of 
February  —  the  drive  is  on.  The  same  authority 
reports  sales  and  shipments  of  canned  corn  amounting 
to  1,335,031  cases  in  January,  a  little  below  last  year’s. 
In  fact  corn  sales  and  shipments  are  running  almost 
four  million  cases  behind  last  year,  up  to  this  time, 
largely  due,  we  believe,  to  the  absence  of  futures  in 
the  ’39  pack,  whereas,  in  ’38  the  future  sales  were  very 
heavy.  And  this  is  an  important  market  infiuence, 
far  beyond  what  the  bare  figures  would  seem  to  indi¬ 
cate.  Corn  has  eights  months  to  go,  and  the  heavy 
demand  is  just  beginning.  Stocks  in  distributors’ 
hands  are  low,  make  no  mistake. 

Tomato  sales  and  shipments  during  January 
amounted  to  1,201,718  cases,  low,  we  believe,  because 
of  the  weakness  in  canned  tomato  prices.  Stocks, 
February  1st,  totalled  but  8,917,468  cases — about  the 
same  as  last  year — indicating  another  “No  carry-over” 
by  tomato  canning  time. 

The  tomato  situation  seems  to  be  clearing  up.  The 
market  is  not  quotably  higher  but  is  much  firmer,  and 
'  in  some  respects  almost  strong.  There  has  been  much 
good  work  done  to  put  canned  tomatoes  back  on  their 
feet,  and  it  still  persists,  and  some  of  the  “niggers  in 
the  wood-pile”  are  being  smoked  out.  This  item,  which 
should  be  the  strongest  on  the  entire  list  of  canned 
foods,  has  been  the  weakest,  and  there  has  been  a  lot 
of  gum-shoeing  to  find  out  why.  And  not  without 
results.  Supplies  are  getting  so  low  that,  before  new 
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tomatoes  can  be  supplied  in  anything  like  quantities, 
the  market  may  get  too  high. 

The  canned  fish  line  has  shown  other  canners  what 
can  be  done  with  judicious  handling  of  the  market. 
Salmon  was  a  good  pack,  and  is  now  in  very  strong 
position,  with  prices  tending  upwards;  sardines  were 
a  failure  in  Maine  but  a  good  pack  on  the  Coast,  and 
yet  the  supply  is  so  limited  that  prices  are  good,  and 
the  stock  moving  well.  Shrimp  is  feeling  the  effect  of 
this  general  fish  movement.  Only  oysters,  which  should 
lead  the  procession,  are  quiet,  but  they  too  are  getting 
Lenten  attention. 

All  other  lines  of  business  are  in  a  hopeful,  optimis¬ 
tic  state,  because,  as  we  have  so  often  pointed  out, 
consumer  demand  is  steady  and  strong — consumer  buy¬ 
ing  is  ahead  of  last  year  in  volume,  but  as  with  canned 
foods,  profits  are  lessened,  and  this  may  be  expected  to 
continue,  especially  on  staples. 

• 

NEW  YORK  MARKET 

By  “New  York  Stater” 

Special  Correspondent  of  “The  Canning  Trade” 

Broader  Demand  and  Firmer  Prices — Distress  Selling  Ending — 
Corn  Better — Loan  Relieves  Peas — Tomatoes  Firmer  At  No 

Price  Change — Canned  Fish  in  Strong  Position — Most 
Grapefruit  Canners  Out  of  Market. 

New  York,  February  17,  1939. 

HE  SITUATION — Broadening  demand  for  all  de¬ 
scriptions  of  seafood,  coupled  with  firm  price 
tendencies  for  various  fruits  and  vegetables,  is 
currently  noted  in  the  New  York  canned  foods  trades. 
What  appeared  to  be  a  hopelessly  overburdened  supply 
situation  a  few  months  ago  is  slowly  undergoing  cor¬ 
rection,  and  surplus  commodity  stocks  have  a  way  of 
disappearing  rapidly  once  buying  gets  under  way. 
Canned  foods  in  the  present  situation  may  appear  to 
be  no  exception.  The  Pollyannas,  of  course,  are  not 
doing  all  the  talking  in  this  market,  packer  inventories 
in  some  lines  are  still  considerable  and  where  such 
surpluses  exist  wholesalers  appear  to  be  interested  only 
at  prices  below  list.  The  fact  must  be  recorded  at  this 
time,  however,  that  there  is  much  less  urge  on  part  of 
sellers  to  move  stocks  at  any  cost. 

THE  OUTLOOK — Holdings  of  canned  foods  stocks 
generally  are  being  subjected  to  correction  and  packers’ 
holdings  of  such  lines  as  sardines,  salmon  and  shrimp 
are  cleaning  up  rapidly.  Aware  of  this  trend,  buyers 
are  expected  to  assume  a  more  generous  inventory 
position  in  the  near  future.  The  R.  F.  C.  loans  being 
sought  by  the  pea  canners  and  the  California  fruit  in¬ 
dustries  also  are  steps  designed  to  put  an  end  to 
distress  selling. 

CORN — The  movement  of  this  item  shows  improve¬ 
ment  over  Janury  and  a  steady  business  was  reported 
during  the  week  in  whole  kernel  Bantam,  in  12-ounce 
cans,  vacuum  packed,  a  form  which  appears  to  be  meet¬ 
ing  with  growing  trade  popularity.  The  prices  named 
are  75  cents  to  80  cents  per  dozen,  f.  o.  b.  Middle  West 
plant.  Other  descriptions  of  canned  corn  remain  at 
listed  prices. 

PEAS — Any  remaining  possibility  of  distress  sales 
appear  to  have  been  eliminated  through  the  granting 


of  a  $7,500,000  loan  to  the  Canned  Pea  Marketing  Co¬ 
operative.  The  grant  will  be  used  to  pay  growers  and 
finance  orderly  marketing  of  the  remaining  supply  from 
the  large  1938  production.  Early  Junes  are  continued 
at  65  cents  a  dozen,  f.  o.  b.  factory,  and  sweets,  fancy 
5s,  at  90  cents  to  95  cents. 

SPINACH — It  is  reported  that  some  Texas  futures 
were  sold  slightly  below  the  95-cent  quotation  prevail¬ 
ing  for  21/08,  f.  o.b.  plant,  but  offerings  much  below 
that  level  are  very  few.  No  California  futures  have 
been  sold  as  yet  and  the  packers  are  said  to  be  unwilling 
to  offer  new  pack  spinach  at  low  levels  obtaining  for 
the  current  pack.  It  is  indicated  that  the  next  crop 
may  cost  more. 

TOMATOES — Contrary  to  expectations  of  buyers 
for  some  of  the  large  distributors  the  market  has  not 
developed  any  further  adverse  price  movement.  Mary¬ 
land  packers  are  quoting  firmly  in  this  market.  Depart¬ 
ment  of  Agriculture  says  the  spring  crop  in  the  south 
of  Florida  may  prove  32  per  cent  smaller  than  1938  pro¬ 
duction,  although  39  per  cent  larger  than  the  10-year 
average,  1928-1937.  Movement  from  the  lower  east 
coast  is  estimated  to  show  a  decrease  of  about  25  per 
cent  from  last  year.  Southern  No.  2s  show  no  change 
at  60  cents  to  62l^  cents;  2l^s  at  85  cents  to  87V2 
cents,  and  10s  at  $2.80  to  $2.95. 

CANNED  FISH — Although  the  season  of  heavy 
buying  is  still  ahead  demand  for  all  fish  lines  is  broad 
and  satisfactory.  Maine  sardines  have  been  virtually 
cleaned  up  and  prices  named  here  are  the  highest  in 
years.  Ovals  sardines  are  bringing  firm  asking  prices. 
Salmon  has  further  consolidated  its  strong  statistical 
position. 

CRAB  MEAT — Importations  are  moving  into  dis¬ 
tributing  channels  at  a  pre-Lenten  seasonal  rate  and 
competitive  selling  continues  for  the  various  foreign 
packs.  Shipments  of  Korean  packed  crab  meat  are 
made  currently  at  $13  per  case,  96  6i/2-ounce  tins  to 
the  case. 

SALMON  —  Unsold  stocks  have  shown  further 
marked  reduction  in  packers’  hands.  These  totaled 
2,396,000  cases  at  the  end  of  January,  as  compared 
with  2,769,000  cases  at  the  end  of  December,  so  that 
over  400,000  cases  were  moved  during  the  month. 
Alaska  pinks  are  in  an  unusually  strong  position,  and 
only  724,183  cases  were  unsold  at  the  end  of  January, 
or  300,000  less  than  at  the  end  of  December  and  a  bare 
one-third  of  the  stock  held  one  year  previous.  Supplies 
of  Alaska  reds,  at  1,234,308  cases,  are  moderately  less 
for  the  month  but  still  somewhat  above  last  year.  Pinks 
are  firm  at  $1.05  for  No.  1  tall,  f.  o.  b.  Seattle,  with 
higher  levels  expected. 

SHRIMP — Southern  packers  are  understood  to  be 
holding  only  moderate  stocks  and  unless  a  good  catch 
is  made  during  the  spring  higher  prices  are  in  prospect. 
The  No.  1  wet,  medium,  is  firm  here  at  $1.10,  and  the 
24  under  No.  1  wet  is  held  at  $1.15. 

SARDINES — Prices  have  been  firming  in  a  marked 
manner  since  convention  week  and  no  important  seller 
is  offering  below  $3.25  for  No.  Is,  f.  o.  b.  Coast,  ovals. 

GRAPEFRUIT — Aside  from  operations  on  special 
lines  the  large  majority  of  packers  are  shut  down  and 
the  deadlock  with  regard  to  tree  prices  for  the  fruit 
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as  between  Florida  and  Texas  is  still  unbroken.  Can- 
ners  contend  that  operations  are  not  possible  on  the 
basis  of  the  new  Florida  tree  price  and  point  out  that 
no  sales  can  be  made  to  wholesalers  at  the  higher  levels. 
The  new  replacement  levels  are  65  cents  to  671/2  cents 
for  Florida  juice,  and  85  cents  to  87  cents  for  sections. 
Offerings  out  of  unsold  inventories  here  are  said  to  be 
available  for  the  time  being  below  these  levels. 

PEACHES — Some  stiffening  of  sellers’  ideas  is  re¬ 
ported  to  have  taken  place  during  the  past  few  days. 
Packers  are  said  to  be  demanding  not  less  than  $1.10 
as  an  inside  price,  while  others  are  asking  up  to  $1.15 
per  dozen,  f.  o.  b.  Pacific  Coast  plant.  These  values 
compare  with  $1,071/2,  which  was  possible  on  standard 
21/28  some  time  ago. 

SALAD — Fruits  for  salad  are  amply  stocked  to  meet 
current  distributor  needs  and  steady  prices  prevail. 
California  No.  1  is  held  at  $1,221/2  to  $1.25,  the  No.  2  at 
$1,571/2  and  $1,621/2,  and  the  No.  10  sizes  at  $7.35, 
f.  0.  b.  Coast. 

• 

CHICAGO  MARKET 

By  “Illinois” 

Special  Correspondent  of  “The  Canning  Trade" 

Consumer  Movement  Up  8% — How  Many  Peas  Should  Be 
Canned  in  ’39? — Corn  Firming  Up — Bargains  in  Tomatoes 
Unobtainable — Bean  Prices  Holding — Spinach  Scarcity — Cherry 
Buying  Disappointing — Grapefruit  Season  Ending — Fruits 
And  Fish  Firm. 

Chicago,  February  17,  1939. 

ENERAL  MARKET — An  encouraging  feature 
of  the  situation  is  the  report  that  one  hears  all 
around — of  goodly  movement  into  consuming 
channels.  The  chains  all  report  a  better  volume  and 
the  jobbers  say  their  retailers  are  doing  approximately 
8  per  cent  more  than  a  year  ago. 

The  movement  from  cannery  to  wholesaler  continues 
along  even  lines.  Buying  is  limited  to  actual  wants  or 
requirements. 

PEAS — How  many  peas  should  the  canners  of  the 
U.  S.  A.  pack  in  1939?  That  question  has  been  dis¬ 
cussed  in  a  thorough  manner.  Some  seem  to  think 
that  the  entire  industry  should  not  pack  more  than 
10  or  12,000,000  cases  this  coming  season.  Some  point 
out  that  if  a  pack  of  15,000,000  cases  is  recorded,  that 
it  will  be  too  much.  They  argue  that  there  will  be  at 
least  a  7,000,000  case  carryover  and  that  added  to 
15,000,000  would  make  a  total  of  22,000,000  that  in 
turn  would  mean  continued  below  cost  of  production 
selling  and  about  the  same  poor  situation  that  has  ruled 
for  the  past  year. 

The  market  is  definitely  firmer  with  65  cents  for 
No.  2  tin  standards  the  lowest  in  the  surrounding 
States.  Canners  report  heavy  shipping  and  with  a 
better  call  for  the  better  grades.  Some  prices  are : 

No.  2  Standard  Alaskas . $  .65  factory 

No.  2  Standard  Sifted  Junes . 721/2  factory 

No.  2  Fancy  Extra  Sifted .  1.20  factory 

CORN — No.  2  standard  white  crushed  has  moved  up 
in  the  Middlewest  until  today  it  is  difficult  to  obtain 
even  mediocre  quality  at  under  60  cents,  factory. 


The  fancy  and  extra  standard  grades  have  suffered 
somewhat  from  a  small  fringe  of  low  priced  sellers,  but 
the  12-oz.  vacuum  whole  grain  bantam  is  in  good  posi¬ 
tion  with  sales  being  made  at  85  cents,  factory. 

TOMATOES — A  brighter  feeling  seems  to  rule. 
Some  canners  report  sales  at  65  cents,  factory,  Indiana 
No.  2  standards  and  buyers  in  Chicago  readily  admit 
that  it  is  becoming  more  difficult  to  secure  on  the  basis 
of  65  cents  delivered  here.  One  would  call  the  present 


prevailing  prices : 

No.  2  Standard  Tomatoes . $  .65  Indiana 

No.  21/2  Standard  Tomatoes . 85  Indiana 

No.  10  Standard  Tomatoes .  2.75  Indiana 


GREEN  AND  WAX  BEANS — Prices  holding  firm. 
No.  2  standard  cut  green  can  be  had  at  65  cents,  de¬ 
livered  Chicago.  Some  nice  business  on  No.  2  extra 
standard  cut  green,  of  very  good  quality  was  booked 
at  671/4  cents,  delivered. 

Wax  beans  are  in  routine  call  only.  Market  firm. 

SPINACH — Reports  from  Texas  are  that  the  pack 
of  the  Lone  Star  State  this  Winter  will  be  very  small 
indeed  and  the  threat  from  that  section  seems  to  have 
disappeared.  Strictly  fancy  spinach  is  scarce  and  some 
interest  has  been  reported  from  California  at: 


No.  21/^  Fancy  Spinach . $1.00  Coast 

No.  10  Fancy  Spinach .  3.50  Coast 


R.  S.  P.  CHERRIES — Buying  hasn’t  been  as  heavy 
as  canners  had  hoped,  especially  when  the  National 
Cherry  Week  is  under  way.  The  market  continues  firm. 
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GRAPEFRUIT  AND  GRAPEFRUIT  JUICE— One 
of  the  large  canners  quoted  No.  2  fancy  sections  this 
week  at  80  cents,  Florida,  in  contrast  to  independents 
having  had  an  85  cent  price  for  the  past  several  weeks. 
The  forward  view  of  grapefruit  sections  is  one  of 
strength  as  the  pack  to  date  in  Florida  has  been  light, 
compared  with  that  of  a  year  ago  this  time  and  the 
best  fruit  for  sectionizing  will  have  been  all  shipped 
out  in  another  three  or  four  weeks.  Prices  other  than 


the  No.  2  tin  as  quoted  by  some  are: 

8  oz.  Fancy  Grapefruit  Sections . $  -421/^ 

No.  300  Fancy  Grapefruit  Sections . 621/2 

No.  5  Fancy  Grapefruit  Sections .  2.20 

Texas  still  is  the  place  for  juice,  as  Florida  does  not 
seem  able  to  compete  with  quotations  such  as : 

No.  2  Texas  Unsweetened  Juice . $  .50  factory 

No.  3  (46-oz.)  Texas  Unsweet.  Juice  1.10  factory 
No.  10  Texas  Unsweetened  Juice .  2.20  factory 


APPLES  AND  APPLESAUCE— With  the  Eastern 
pack  much  shorter  than  a  year  ago,  prices  are  holding 
steady  even  in  the  face  of  limited  buying  by  the  trade. 

No.  2  fancy  applesauce  is  in  better  demand  along 
with  No.  10  tins  and  a  goodly  movement  has  been 
reported. 

CALIFORNIA  FRUITS — Peaches  continue  firm  at 
§1.10  for  No.  21/2  standard  clings,  and  $1.20  for  No.  2i/4 
choice.  One  Coast  authority  has  gone  on  record  in  a 
very  determined  manner — that  every  distributor  should 
stock  up  at  these  prices,  as  peaches  from  now  on  must 
inevitably  cost  more.  He  might  be  right  and  if  the 
growers-canners  cooperative  plans  work  out,  it’s  almost 
a  certainty. 

PACIFIC  NORTHWEST  FRUITS— Pears  continue 
in  good  shape  with  a  healthy  demand.  Some  of  the 
large  counts  in  No.  21/2  tins  are  quite  scarce.  The 
popular  counts  in  No.  21/2  choice  are  by  no  means 
plentiful.  That  there  will  be  more  or  less  of  a  scramble 
for  some  of  these  popular  counts  before  new  packing 
is  available — seven  months  from  now — is  the  conclu¬ 
sion  of  all  who  are  close  to  the  pear  situation. 

THE  FISH  LINE — Tuna  market  is  in  good  position 
and  the  Lenten  demand  has  been  encouraging.  Shrimp 
is  somewhat  firmer  on  the  Gulf,  with  No.  1  medium  at 
$1.05  to  $1.10,  and  No.  1  large  at  $1.10  to  $1.15.  The 
strong  statistical  position  of  salmon  makes  for  firmness 
in  that  market  and  a  healthy  feeling  rules  as  a  result. 

• 

CALIFORNIA  MARKET 

By  “Berkeley” 

Special  Correspondent  of  “The  Canning  Trade” 

Frisco  Goes  Back  to  Early  Days — Market  Crowing  Steadily 
Stronger  and  Orders  Larger — Sardine  Canning  Over — Larger 
Than  Last  Year,  But  Holdings  Are  Limited — Wide 
Range  in  Spinach  Prices. 

San  Francisco,  California,  February  16,  1939. 

OLD  RUSH  DAYS — Those  who  come  to  San 
Francisco  expecting  to  see  a  wild  and  woolly 
frontier  town,  with  miners,  Indians,  cowboys, 
dashing  senoritas  and  gallant  Caballeros  —  and  this 
number  is  surprisingly  large — are  not  being  disap¬ 
pointed  this  week.  Mock  store  fronts  have  sprung  up 


almost  over-night  and  sedate  business  places  have 
transformed  into  pioneer  trading  posts,  while  residents 
have  donned  fiesta  costume  suggestive  of  Gold  Rush 
Days.  It’s  a  pre-exposition  premier  and  fete,  and  it’s  a 
crosspatch  one  sees  that  isn’t  costumed  for  the  affair. 
Brokers  with  beards  that  would  shame  the  Smith 
Brothers,  and  attired  in  denim  with  wicked-looking 
revolvers  in  their  belts,  put  over  canned  foods  deals 
with  brethren  clad  in  the  finery  of  gay  Castile.  In 
less  than  a  week,  as  this  is  being  written,  San  Fran¬ 
cisco’s  hauntingly  beautiful  Golden  Gate  International 
Exposition  will  be  in  full  swing.  We’re  going  to  have 
a  good  time  out  here,  podner. 

STRONGER — All  up  and  down  California  street  one 
hears  the  trade  commenting  on  the  growing  strength 
of  canned  foods  in  general,  with  emphasis  on  fruits. 
Prices  remain  largely  unchanged,  except  in  minimum 
quotations,  but  orders  are  getting  larger  and  more 
frequent  and  fewer  efforts  are  being  made  to  secure 
concessions.  Outstanding  in  this  showing  of  growing 
strength  are  apricots,  pears,  fruit  cocktail  and  fruits- 
for-salad.  One  might  mention  peaches,  too,  the  fruit 
in  most  plentiful  supply.  Pineapple  is  in  excellent 
demand,  with  unsold  holdings  light,  but  the  trade  is 
commenting  on  the  rather  indifferent  showing  made 
in  exports  during  the  past  six  months,  compared  with 
other  fruits. 

SARDINES — The  packing  of  sardines  in  the  Mon¬ 
terey  and  San  Francisco  areas  came  to  an  end  during 
the  week,  but  will  continue  for  a  time  in  the  southern 
part  of  the  State.  Representative  canners  declare  that 
while  the  pack  is  proving  larger  than  a  year  ago,  their 
holdings  are  limited  and  they  could  market  larger 
quantities  if  these  were  available.  One  prominent 
packer  says  he  could  dispose  of  50,000  cases  of  addi¬ 
tional  fish  if  he  had  them.  Too  large  a  proportion  of 
the  pack  has  run  to  small  and  undesirable  fish,  and  top 
grades  are  in  light  supply. 

TUNA — There  has  been  considerable  re-adjustment 
of  prices  on  both  canned  sardines  and  tuna  of  late,  with 
some  sizes  and  grades  getting  scarce  and  others  becom¬ 
ing  larger  in  volume.  There  has  been  more  of  a  change 
downward  than  in  the  other  direction,  according  to 
brokers,  but  no  weakness  has  developed.  California 
oval  No.  1  sardines  are  now  generally  quoted  at  $3.25 
and  $3.30  and  fancy  yellow  tuna  No.  Is  are  quoted 
at  $10  to  $11.  Light  meat  tuna,  in  the  same  size,  is 
selling  at  $10  to  $10.50. 

SPINACH — Spinach  prices  are  about  as  difficult  to 
pin  down  as  a  California  flea.  Some  sales  of  No.  2s 
have  been  made  of  late  at  85  cents,  with  others  at  $1.00, 
which  illustrates  the  wide  range  in  quality.  Some 
packers  are  quoting  at  $1.15,  but  this  price  is  mis¬ 
leading.  Where  there  are  holdings  at  this  price  for 
advertised  brands,  any  small  stock  is  being  held  for 
preferred  customers.  The  No.  2V2  size  can  be  had  at 
97  V2  cents,  which  is  a  little  lower  than  has  been  quoted, 
but  sales  of  top  quality  have  been  made  at  $1.25,  with 
other  sales  in  between  these  prices. 

PUMPKIN — Canned  pumpkin  seems  fairly  well  sold 
up  in  this  territory.  Light  packs  were  made  in  some 
of  the  important  territories,  aiding  in  the  movement 
of  the  Far  Western  product. 
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TEXAS  RIO  GRANDE  VALLEY  MARKET  GULF  STATES  MARKET 

By  “Rio  Grande”  By  “Bayou” 

Svecial  Correspondent  of  "The  Canning  Trade"  ^Veeial  Correspondent  of  "The  Canning  Trade" 


Supply  and  Demand  Operating  —  Stabilization  Working — 
Growers  and  Canners  Playing  Safe — Freight  Rate  War — Low 
Kraut  Price  Holding  Down  Pack — Spinach  Pack  Light. 

McAllen,  Texas,  February  16,  1939. 

HE  SITUATION — Perhaps  the  most  interesting 
development  in  the  grapefruit  situation  is  that  the 
first  law  of  economics,  supply  and  demand,  is 
taking  its  due  course.  With  each  passing  day  the  market 
seems  to  take  on  a  firmer  note,  and  in  the  instance  of 
“sections”  there  is  seemingly  a  shortage,  and  at  least 
one  substantial  packer  advises  he  is  now  quoting  8214 
cents,  f.  o.  b.  Valley  on  No.  2  fancy  whole  sections. 

While  No.  2  grapefruit  juice  unsweetened  has  in 
some  instances  fallen  off  to  521/2  cents,  f.  o.  b.  Valley, 
most  of  the  new  prices  under  the  minimum  price  law 
appear  to  be  hovering  around  55  cents  on  No.  2s.  Forty- 
six  ounce  juice  is  being  quoted  at  $1.25  on  the 
unsweetened,  $1,321/4  on  the  sweetened  product. 

We  are  very  happy  to  advise  that  the  grapefruit 
stabilization  programs  both  in  Florida  and  in  Texas  are 
taking  a  very  strong  stand,  and  are  making  a  pro¬ 
nounced  effect  on  the  juice  market,  reflected  in  the 
above  prices.  Licenses  have  been  revoked  both  in 
Florida  and  in  Texas  for  violations  of  the  pacts,  and 
many  more  cases  are  scheduled  to  appear  for  hearings 
this  week,  19  cases  of  violation  being  scheduled  for 
hearings  in  one  day  in  this  section. 

Regardless  of  the  fact  that  two-thirds  of  the  Texas 
citrus  crop  must  be  harvested  during  the  remainder 
of  the  season,  which  is  already  two-thirds  gone, 
growers  in  many  instances  seem  ready  to  bury  their 
fruit  rather  than  sell  too  cheaply.  But  canners  are 
also  prepared  to  curtail  their  production  to  the  point 
where  the  carry-over  will  be  next  to  nothing,  rather 
then  take  a  chance  on  paying  too  much  for  juice  fruit. 
As  we  have  stated  before,  it  will  necessarily  be  the 
growers’  loss  this  year,  not  the  canners’ 

FREIGHT  RATES — This  section  is  entering  into 
a  bitter  fight  over  freight  rates.  The  rates  out  of  this 
section  are  the  higest  in  the  nation,  and  are  of  such 
vast  income  to  the  railroads  that  Texas-Rio  Grande 
Valley  freight  hauls  are  perhaps  the  richest  in  the 
nation,  and  thus,  the  entire  world.  A  bitter  fight 
is  also  going  on  over  the  7,000  pound  maximum 
truck-load  law,  which  is  the  lowest  in  the  Union,  and 
the  railroads  state  if  it  is  raised  to  permit  hauls  of 
15,000  or  20,000  lbs,  the  railroads  will  face  great 
distress,  if  not  bankruptcy. 

SAUERKRAUT — No.  2  kraut  is  still  being  sold  at 
50  cents  f.  o.  b.  factory,  and  the  pack  so  far  is  quite 
light. 

SPINACH — No.  2s  are  being  quoted  at  70  cents; 
No.  2yos  at  90  cents,  and  6/lOs  at  $3.15.  All  prices 
f.  o.  b.  Valley.  There  are  rumors  of  lower  confirmed 
prices,  but  the  pack  is  light,  and  the  market  seems 
fairly  firm. 


The  Mardi  Gras  —  Advertises  Seafoods — No  Shrimp  This 
Week — Canned  Shrimp  Moving — ^The  Bargain  Hunters — Oyster 
Canning  Continues. 

Mobile,  Alabama,  Febraury  16,  1939. 

ARDI  GRAS  —  When  these  lines  are  read. 
Mobile  and  New  Orleans  will  be  in  the  midst 
of  their  carnival  festivities,  called  Mardi  Gras, 
which  is  a  French  word,  meaning  “Big  Tuesday.” 

The  celebration  which  runs  from  Thursday  of  this 
week  until  Tuesday  of  next  week,  is  an  old  Latin 
custom  of  making  merry,  just  before  donning  the  sack¬ 
cloth  and  ashes  of  penance  in  Lent.  Lent  is  a  time  set 
aside  by  the  Catholic  Church  for  fast,  abstinence, 
prayer  and  seclusion  from  all  forms  of  amusements. 

The  festivities  of  Mardi  Gras  are  put  on  in  a  big 
way  in  New  Orleans  and  Mobile  and  considerable 
money  is  spent  in  floats,  decorations,  music  and  other 
forms  of  amusements.  The  money  for  these  activities 
is  raised  by  the  Carnival  Association  from  subscrip¬ 
tions  by  merchants. 

The  affair  is  well  advertised  throughout  the  country 
and  it  never  fails  to  draw  visitors  from  all  over  the 
United  States  each  year. 

On  Monday,  the  Emperor  of  Joy  arrives  in  the  City 
on  his  royal  yacht  (which  is  usually  a  small  war  vessel 
sent  here  by  the  Government  for  the  occasion).  The 
Emperor  of  Joy  is  met  at  the  docks  by  the  City  Com¬ 
missioners,  State  and  County  officials,  and  after  they 
parade  the  principal  streets  of  the  City  they  go  to  a 
public  park  where  the  Mayor  of  the  City  turns  over 
to  the  Emperor  of  Joy,  the  key  of  the  City.  In  Mobile, 
the  Emperor  of  Joy  is  called  King  Felix  and  in  New 
Orleans  he  is  called  King  Rex. 

The  King  and  Queen  of  the  carnival,  as  also  the 
knights,  ladies  and  maids  that  preside  at  the  celebra¬ 
tions,  are  selected  each  year  by  the  Carnival  Associa¬ 
tion  from  the  popular  young  men  and  young  ladies 
of  the  City.  The  annual  carnival  celebration  in  New 
Orleans  and  Mobile,  dates  back  to  the  early  days  of  the 
French  and  Spanish  settlers. 

Mardi  Gras  indirectly  benefits  the  sea  food  canning 
industry,  because  visitors  coming  here  are  served  our 
southern  sea  foods  in  the  restaurants,  and  when  these 
folks  go  back  home  many  of  them  serve  them  on  their 
tables,  especially  shrimp  and  crab  meat. 

SHRIMP — Shrimp  is  fading  out  of  the  picture  fast 
and  very  few  were  available  last  week,  and  they  went 
to  the  raw,  headless  shrimp  dealers  and  none  were 
canned. 

The  movement  of  canned  shrimp  was  fair  and  while 
the  price  is  holding  up  well,  yet  there  is  the  bargain 
hunter  who  keeps  the  market  stirred  up  with  reports 
of  cheap  quotations  which  do  not  exist,  and  then  too, 
there  is  the  canner  who  is  afraid  he  will  be  left  with  a 
lot  of  surplus  shrimp  after  Lent,  and  he  lets  ’em  go 
cheap.  Nevertheless,  the  price  is  satisfactory,  con¬ 
sidering  conditions. 
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OYSTERS — The  canning  of  oysters  is  still  going  on 
and  while  not  many  are  canned  in  Alabama,  yet  Biloxi, 
Mississippi,  with  its  dozen  or  more  sea  food  canneries, 
is  packing  a  good  many  oysters. 

Louisiana,  too,  is  canning  oysters,  but  Mississippi 
turns  out  a  larger  pack  than  Louisiana,  notwithstand¬ 
ing  the  bulk  of  the  oysters  canned  in  Mississippi  come 
from  the  Louisiana  waters. 

In  fact,  the  Conservation  Commission  of  Louisiana 
maintains  an  office  in  Biloxi  to  collect  license  and  tax 
on  oysters  and  shrimp  that  Mississippi  boats  get  out 
of  the  Louisiana  waters. 

The  price  of  canned  oysters  is  90  cents  per  dozen 
for  five  ounce  and  $1.80  for  ten  ounce,  f.  o.  b.  factory. 

• 

H.  j.  (doc)  CARR,  vice-president  and  sales  manager  of  the 
Anchor  Cap  and  Closure  Corporation,  Long  Island  City,  New 
York,  has  resigned  his  positions  effective  January  31st. 

Doc  has  been  closely  identified  with  the  glass  container  and 
closure  industries  since  1920.  From  1920  to  1924  he  was  sales 
manager  of  Anchor’s  affiliate,  the  Capstan  Glass  Company  of 
Connellsville,  Pa.  From  1924  up  to  the  present  time  he  has 
been  sales  manager  and  vice-president  of  Anchor  Cap. 

Always  an  active  participant  in  the  activities  of  the  Glass 
Container  Association,  Doc  was  also  chairman  of  the  Code 
Authority  for  the  Closure  Industry  under  NRA,  and  was  presi¬ 
dent  of  the  Canning  Machinery  and  Supplies  Association  for  the 
years  1934  and  1935. 

Doc  leaves  Anchor  to  become  vice-president  of  Stewart  and 
Ross  Corporation  of  Long  Island  City,  New  York,  and  in  that 
capacity  will  once  again  be  associated  with  I.  R.  Stewart, 
formerly  president  of  the  Anchor  Cap  and  Closure  Corporation 
and  its  subsidiaries. 

• 

TO  SOLVE  SCALE  PROBLEMS  in  high  pressure  boilers  economically. 
The  North  American  Fibre  Products  Company,  Keith  Building, 
Cleveland,  Ohio,  has  prepared  an  informative  booklet  “Balance,” 
which  deals  with  the  solution  of  feed  water  problems  in  the 
operation  of  steam  boilers  and  which  will  be  sent  free  to 
interested  parties. 

• 

WORK  IS  EXPixiTED  to  be  launched  shortly  on  the  regional  re¬ 
search  laboratory  of  the  United  States  Department  of  Agricul¬ 
ture  to  be  erected  at  Albany,  an  east-bay  unit  of  Greater  San 
Francisco,  Calif.  The  laboratory  will  seek  industrial  uses  for 
farm  products  and  wastes.  Others  are  to  be  located  at  New 
Orleans,  Wyndmoore,  Pa.,  and  Peoria,  Ill. 

• 

CANCO’S  MR.  STURDY  SPEAKS 

Feb.  21 — Birmingham,  Ala.,  Kiwanis  Club,  at  noon. 

Feb.  21 — Birmingham,  Ala.,  Home  Economics  Teachers,  at 
3:30  P.  M. 

Feb.  22 — Fairfield,  Ala.,  High  School,  at  10:00  A.  M. 

Feb.  22 — University,  Ala.,  University  of  Alabama,  at  noon. 

March  1 — Tallahassee,  Fla.,  Home  Economics  Students,  at 
3:30  P.  M. 

March  3 — Tampa,  Fla.,  Plant  High  School,  at  9:00  A.  M. 

March  3 — Tampa,  Fla.,  Hillsborough  High  School,  at  11:00 


CONVENTION  DATES 

FEBRUARY  21-23,  1939 — Technical  School  for  Pickle  and 
Kraut  Packers,  Annual,  Michigan  State  College,  East  Lansing, 
Mich. 

FEBRUARY  23-24 — Canners  Short  Course,  College  Park,  Md. 
FEBRUARY  24— MARCH  4,  1939— Canned  Salmon  Week. 
FEBRUARY  24-25,  1939 — Utah  Canners  Association,  Annual 
Convention,  Hotel  Ben  Lomond,  Ogden,  Utah. 

FEBRUARY  24-25,  1939 — Canned  Foods  Association  of  British 
Columbia,  Annual  Meeting,  Vancouver  Hotel,  Vancouver, 
B.  C.,  Canada. 


PROPOSED  PRICE  BUREAU 

(Continued  from  page  12) 

Canner  and  the  buyer  reading  the  report  would  certainly  know 
the  source  from  which  it  came.  Some  buyers  are  peculiar  human 
beings  and  it  does  not  take  much  to  make  them  kick  over  the 
traces. 

Our  factory  is  not  a  large  one  but  we  did  pack  46,000  cases 
of  tomatoes  this  past  season,  2s,  2%s  and  10s,  and  have  been 
fortunate  in  selling  approximately  39,500  cases  to  date.  Most 
of  our  pack  graded  Extra  Standard  and  the  prices  that  we  have 
been  selling  the  No.  2s  has  ranged  from  .67  to  .80  per  dozen 
factory,  with  the  average  around  .75  per  dozen,  the  No.  2V^s 
have  ranged  from  .95  to  1.0214  per  dozen  factory  and  our 
No.  10s  have  ranged  from  $3.25  to  $3.50  per  dozen  factory.  We 
purchase  all  of  our  raw  stock  from  the  farmers  under  the  U.  S. 
Grading  and  Inspection  Service  and  have  had  every  last  can 
graded  at  the  Grading  office  in  the  Custom  House  Bldg,  in 
Philadelphia. 

Tomato  canners  in  New  Jersey  must  pay  higher  prices  for 
their  raw  stock  than  any  State  in  the  country  and  we  must 
therefore  pack  a  fairly  good  product  in  order  that  we  can 
compete  with  our  neighboring  canners  in  these  other  States. 
This  past  season  our  tomatoes  averaged  us  $15.85  per  ton,  and 
so  you  can  see  that  those  States  whose  canners  pay  only  $10.00 
to  $12.00  per  ton  for  their  raw  stock  have  a  very  great  advantage 
before  we  consider  other  costs.  We  admit  that  our  rate  of 
hauling  to  the  Philadelphia  and  New  York  markets  is  somewhat 
less  than  from  some  other  States  but  not  enough  less  to  make 
up  this  difference  in  rate  stock  prices. 

We  would  be  willing  to  go  along  with  this  reporting  service 
but  we  would  like  to  know  just  what  response  you  succeed  in 
getting  from  New  Jersey  canners — that  is,  particularly  from 
canners  of  whole  tomatoes.  In  other  words,  we  would  cooperate 
but  we  want  to  know  that  the  majority  of  he  New  Jersey  Can¬ 
ners  would  do  likewise. 

We  hope  that  you  can  understand  what  we  have  been  attempt¬ 
ing  to  say  and  we  would  be  glad  to  hear  from  you  after  more 
letters  are  received  from  New  Jersey  tomato  canners. 

• 

DISTRIBUTORS  ACTIVITY 

(Continued  from  page  19) 

on  the  score  that  evils  could  arise  from  a  2  per  cent 
mark-up  in  certain  fast-moving  merchandise  lines  by 
price  cutting  tactics  of  certain  unscrupulous  whole¬ 
salers.  Jobbers  and  their  retail  outlets,  it  is  further 
pointed  out,  would  be  placed  at  a  serious  disadvantage 
in  competing  with  super  markets  and  other  large 
buyers. 

The  retailer  would  be  subjected  to  a  distinct  dis¬ 
advantage,  it  is  felt  in  New  York  circles,  in  competing 
with  direct  buyers.  The  latter  would  be  affected  by 
the  2  per  cent  mark-up  but  not  by  the  6  per  cent  retail 
mark-up.  As  State  legislation  is  to  be  patterned  after 
the  model  law  in  many  instances,  trade  authorities  feel 
that  their  objections  to  the  mark-up  proposals  should 
be  registered  as  soon  as  possible. 

NEW  PRODUCT 

REATION  of  a  tasty  cereal  through  the  use  of 
concentrated  orange  and  grapefruit  juices,  plus 
the  crushed  pulp  and  rind  of  the  fruit,  plus  50 
per  cent  whole  wheat  base  is  being  considered  by 
Florida  interests.  The  University  of  Florida  scientific 
researches  have  developed  a  process  involving  the  use 
of  freezing,  vacuum  and  ultra-violet  ray  principles, 
which  will  permit  the  perfect  canning  of  lemon  juices. 

The  1939  model  of  Florida  lemon  will  yield  twice  as 
much  juice  as  can  be  squeezed  from  other  domestic  or 
Italian  lemons,  it  is  contended.  These  statements  were 
made  before  the  Jacksonville,  Florida,  Advertising 
Club  by  H.  W.  Bennett  of  Gainesville. 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 


Eastern 

Central 

West  Coast 

Low  High 

Low  High 

Low 

High 

ASPARAGUS 

White  Colossal,  No.  2% . 

2.46 

2.66 

Large,  No.  2% . 

2.60 

2.60 

Medium,  No.  2% . 

2.46 

2.60 

Green  Mam.,  No.  2  ro.  cans _ _ 

2.50 

2.60 

2.40 

2.60 

Large,  No.  2 . . 

2.40 

2.50 

2.35 

2.60 

Tips,  White,  Mam.  No.  1  sq . 

2.40 

2.46 

2.16 

2.26 

Green  Mam.,  No.  1  sq . 

..T„„ 

2.20 

2.26 

2.00 

2.40 

Green  Tips,  60/80,  2a . 

1.85 

2.10 

2.10 

2.16 

Green  Tips,  40/60,' 2s . 

2.00 

2.60 

2.30 

2.36 

1.66 

1.76 

7.26 

Green  Cuts,  2s . 

1.06 

1.16 

— 

STRINGLESS  BEANS 

Fancy  French  Cut  Green,  No.  2 

.85 

1.00 

1.10 

1.10 

1.20 

No.  10  . 

4.25 

6.00 

6.00 

Ex.  Std.  Cut  Green,  No.  2 . 

.62% 

.85 

.67% 

.80 

.90 

1.00 

No.  10  . — 

3.00 

3.00 

Std.  Cut  Green,  No.  2 . 

.65 

.60 

.65 

.70 

.76 

.80 

No.  10  . - . 

2.55 

2.75 

3.00 

3.35 

3.25 

3.50 

Fancy  Whole  Green,  No.  2 . 

.95 

1.20 

1.16 

1.40 

1.26 

1.76 

No.  10  . . 

4.60 

6.50 

4.76 

4.85 

6.25 

Ex.  Std.  Whole  Green,  No.  2 — 

.80 

1.10 

1.20 

1.20 

No.  10  . 

4.00 

4.76 

6.25 

6.26 

Fancy  Cut  Wax,  No.  2.............. 

.80 

.96 

.90 

.95 

No.  10  . 

4.00 

4.76 

4.60 

6.00 

Ex.  Std.  Cut  Wax,  No.  2......... 

.70 

.75 

.80 

.90 

No.  10  . 

3.35 

4.16 

4.00 

4.50 

.65 

.70 

.70 

.75 

No.  10  . '. . 

2.75 

3.50 

Fancy  Whole  Wax,  No.  2 . 

1.06 

1.20 

1.06 

1.20 

No.  10  . 

4.76 

Ex.  Std.  Whole  Wax,  No.  2 . 

. 

1.00 

1.16 

No.  10  . 

Std.  Whole  Wax,  No.  2 . 

No.  10  . 

Red  Kidney,  Std.,  No.  2 . 

.60 

. 

.67% 

.66 

No.  10  . 

2.70 

. 

2.66 

3.26 

LIMA  BEANS 

No.  2  Tiny  Green . 

1.25 

1.67% 

1.35 

1.60 

1.60 

No.  10  . 

7.00 

7.60 

No.  2  Fancy  Small  Green . 

1.15 

1.26 

1.30 

No.  2  Medium  Green . 

1.16 

1.16 

1.16 

1.30 

1.25 

1.26 

Nfi.  10  .  . 

6.26 

6.00 

No.  2  Green  &  White. . 

.72% 

.97% 

.95 

.90 

.90 

No.  10  . 

4.50 

4.87% 

3.75 

4.00 

No.  2  Fresh  White... . . . 

.70 

.80  ■ 

.72% 

.80 

.90 

.96 

No  10  . 

3.76 

4.26 

.57% 

.60 

.66 

BEETS 

Wholp,  No.  2 . 

.70 

1.00 

.86 

1.35 

No.  2%  . . . — .... 

1.20 

.90 

1.60 

No.  l6' . . . 

2.96 

3.60 

3.26 

6.00 

.67% 

.62% 

.66 

.70 

TJo  S!% 

.76 

.85 

No.  l6" _ _ 

2.66 

2.70 

.65 

.66 

.66 

No.'  2%  _ — _ 

.86 

.66 

.76 

TJn  lli",,, . 

3.26 

2.60 

3.00 

.qM  .qUoMl,  Nn  2 . 

.76 

.85 

.90 

2%  ■ . 

.90 

.90 

1.10 

No.  lb  ...... . . . 

3.00 

3.75 

3.36 

Fancy  Sliced,  No.  2 . 

.76 

.80 

.66 

.76 

.96 

No.  10  . 

3.26 

3.60 

3.00 

3.26 

3.60 

CARROTS 

Std.  Sliced,  No.  2 . . 

.72% 

No.  10  . 

3.00 

4.26 

Std.  Diced,  No.  2 . 

.67% 

.76 

.62% 

.65 

.65 

.70 

No.  10  . . . . 

2.90 

3.25 

2.76 

3.00 

CANNED  VEGETABLES— Continued 


Eastern 

Central 

West  Coast 

Low  High 

Low 

High 

Low  High 

CORN — Wholegrain 

Yellow,  Fancy  No.  2 . 

. 

.77%  .87% 

.80 

.95 

No.  10  . 

4.60  5.00 

4.50 

5.60 

.70  .83% 

No.  10  . . 

Std.  No.  2.„ . . 

.70  . 

No.  10  . 

. 

White,  Ex.  Std.  No.  2 

.65  .76 

No.  10  . 

Std.  No.  2 _ 

.60  .62% 

No.  10  . 

’  **** 

Shoepeg,  Fancy  No.  2........ 

_ 

.80  .87% 

No.  10  . 

5.00  6.00 

.72%  .75 

******* 

No.  10  . .  . 

Std.  No.  2 . 

.62%  .70 

CORN — Creamstyle 

Yellow,  Fancy  No.  2 

.75  .87% 

.75 

.95 

No.  10  . 

3.75  4.25 

4.25 

5.00 

Ex.  Std.  No.  2 . 

.70  .77% 

.65 

70 

Na  10  . . 

.  4.25  ” 

3.50 

4.00 

Std.  No.  2 . 

60 

No.  10  . 

iFhite,  Fancy  No.  2 . 

... 

.71  .87% 

!80 

.95 

No.  10  . 

4.12%  4.26 

Ex.  Std.  No.  2 . 

.62%  .75 

.65 

.70 

No.  10  . 

3.35  . 

3.25 

4.00 

Std.  No.  2 . 

.5714  02% 

No.  10  . . 

3.25 

3.40 

HOMINY 

Std.  Split,  No.  1,  Tall 

No.  2%  .  ,, 

_  ■■ 

.77%  .86 

.60 

.66 

1.10 

No.  10  . . 

2.00  2.50 

2.00 

2.36 

MIXED  VEGETABLES 

Fey.,  No.  2 . 

.76  .86 

No.  10  . 

. 

4.00  4.60 

Std.,  No.  2 . 

.50  .75 

No.  10  . . . 

3.00  4.00 

PEAS 

No.  2  Fancy  Sweets,  2s.. 

1.12%  1.26 

1.16 

1.35 

1.10 

1.40 

No.  2  Fancy  Sweets,  3s.. 

1.00  1.10 

1.05 

1.20 

1.00 

1.30 

No.  2  Fancy  Sweets,  4s.. 

.92%  .96 

.96 

1.26 

1.00 

1.20 

No.  2  Fancy  Sweets,  6s.. 

.85  .95 

.90 

1.16 

1.05 

1.10 

No.  2  Ex.  Std.  Sweets,  2s 

.92%  . 

.90 

1.26 

1.16 

1.20 

No.  2  Ex.  Std.  Sweets,  3s 

.87%  .90 

.80 

1.10 

.95 

1.16 

No.  2  Ex.  Std.  Sweets,  48 

.82%  .86 

.76 

1.10 

.90 

1.10 

No.  2  Ex.  Std.  Sweets,  68 

. 

.77%  .82% 

.77%  1.00 

1.00 

1.06 

No.  2  Std.  Sweets,  28 _ _ 

.85 

1.00 

No.  2  Std.  Sweets,  3s 

.90  . 

.80 

.96 

i.i'b 

1.16 

No.  2  Std.  Sweets,  4a...._ 

.86  . 

.77%  1.00 

.80 

1.10 

No.  2  Std.  Sweets,  68 . 

.67%  . 

.70 

.80 

.76 

.96 

No.  10  Std.  Sweets,  2s.... 

6.00 

6.76 

No.  10  Std.  Sweets,  38.... 

6.00 

6.26 

4.76 

6.00 

No.  10  Std.  Sweets,  48... 

. . . 

4.26 

4.76 

4.60 

4.76 

No.  10  Std.  Sweets,  68.... 

. 

4.26  . 

3.50 

4.76 

4.26 

4.60 

No.  2  Fey.  Alaska,  Is . 

1.30  . 

1.30 

1.40 

1.40 

1.60 

No.  2  Fey.  Alaska,  2s . 

. .  . 

1.26  1.60 

1.20 

1.30 

1.45 

No.  2  Fey.  Alaskas,  38....„ 

1.00 

i.ib 

1.20 

1.30 

No.  2  Ex.  Std.  Alaskas, 

Is . 

1.15  . . 

1.06 

1.26 

1.26 

1.30 

No.  2  Ex.  Std.  Alaskas, 

28 _ 

.86  . 

.85 

1.10 

1.20 

1.30 

No.  2  Ex.  Std.  Alaskas, 

8s — 

.77%  .80 

.80 

1.10 

1.20 

No.  2  Ex.  Std.  Alaskas, 

48....^ 

.72%  .86 

.76 

.90 

.96 

1.10 

No.  2  Ex.  Std.  Alaskas. 

6s . 

1.00 

1.06 

Na  10  Ex.  Std.  Alaskas, 

Is _ 

6.26 

No.  10  Ex.  Std.  Alaskas, 

28 _ 

6.00  6.26 

6.60 

6.60 

No.  10  Ex.  Std.  Alaskas, 

Ss.... 

4.00  . 

4.00 

6.60 

No.  2  Std.  Alaskas,  2s . 

.76 

.80 

1.00 

No.  2  Std.  Alaskas,  3s..... 

.  . 

.70  .70 

.70 

.77% 

.90 

1.00 

No.  2  Std.  Alaskas,  4s . 

.65  .65 

.65 

.70 

.85 

.90 

No.  2  Std.  Alaskas,  6s . 

.66 

.65 

.80 

.90 

6.00  . 

No.  10  Std.  Alaskas,  28... 

4.00  4.60 

6.00 

. 

No.  10  Std.  Alaskas,  38... 

3.76  3.76 

3.76 

4.50 

4.50 

4.76 

Na  10  Std.  Alaskas,  48.„ 

3.10  3.50 

3.25 

4.00 

4.25 

4.60 

No.  10  Std.  Alaskas,  68... 

. 

trriiii 

4.00 

4.60 

.65  .65 

.90 

.96 

Soaked,  2b  . . . . 

_ 

.42%  . 

.60 

.60 

.57% 

.60 

lOs  . 

22.5  . 

2.60 

3.50 

K7% 

.66 

10s  . . 

— 

2.70  ■  . . 

...—a 

PUMPKIN 

.80 

.65 

-70 

No.  2%  . 

. 85 

1.00 

.80 

.86 

No.  8  _ _ 

No.  10  . . 

ieb 

2.40 

2.60 

SAUER  KRAUT 

50  . 

.66 

.62% 

.65 

Na  2%  . .  , . 

.66  .70 

.66 

.76 

.80 

IVn  »'■  . 

No.  10  . 

1.85  2.26 

2.50 

^85 

2.60 

2.60 

SPINACH 

No.  2  . 

. 

.75  .77% 

.65 

.70 

.85 

1.00 

No.  2%  _ 

. 

.95  1.00 

.86 

.90 

.97% 

1.26 

No.  10  . 

3.25  3.35 

3.00 

3.25 

3.40 

4.30 

PEAS  AND  CARROTS 

Std.  No.  2 . 67%  .80 

Fancy  No.  2 . 80  1.10 


SUCCOTASH 

Std.  No.  2,  Gr.  Corn,  Dr.  Limas.  .76  .86 
Std.  No.  2,  Gr.  Com,  Fr.  Limas.  .90  1.10 
Triple,  No.  2...._..„ . 96  ....... 
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Eastern 
Low  High 

SWEET  POTATOES 

Fey.,  No.  2,  Dry  Pack . 67*/^  .70 

No.  2Vi  . 82*/^  -87^ 

No.  3  . 

No.  10  .  2.76  3.00 

Fey.,  No.  2  Syrup  Pack . 75  . 

No.  2Vi  . 97%  1.10 

No.  3  . 

No.  10  .  3.25  3.50 

TOMATOES 

Fancy,  No.  2 . 90  . 

No.  2%  .  1-20  . 

No.  3  . 

No.  10  . 

Ex.  Std.,  No.  1 . 

No.  2  . 70 

No.  2%  . 90 

No.  3  . 

No.  10  .  3.25 


.80 

1.25 


Central 
Low  High 

"’’76  !!!!!!! 

1.00  . 

1.05  1.10 

1.25  1.36 

".’45  ".’47% 

.67%  .80 

.95  1.10 

’s’.iio  b’i’si) 


No.  2  .., 
No.  2% 
No.  3  ... 


TOMATO  PUREE 


No.  10 


TOMATO  JUICE 

No.  1  . 

No.  303 . 

No.  2,  tall . 


TURNIP  GREENS 


Canned  Fruits 


APPLES 


No.  10,  water . 

No.  10,  standard  heavy  pack.. 
No.  10,  fancy  heavy  pack . 


APPLE  SAUCE 

No.  2  Fancy . 

No.  10  _ 

No.  2  Std . 

No.  10  . 


2.35 

2.65 

2.90 

2.85 

3.25 

.70 

.80 

3.00 

3.25 

.60 

2.76 

. 

APRICOTS 

No.  2%,  Fancy.... . 

No.  2%,  Choice . . . 

No.  2%.  Std . 

GRAPEFRUIT  SECTIONS 

8  os . 

No.  2  . . . 

No.  6  . . . 


Florida 

.42%  . 

.85  . 

2.20  . 


GRAPEFRUIT  JUICE 

8  oz . 

No.  1  . . 

No.  800  . 

No.  2  . 

No.  6  . . 


PEARS 

Keifer,  Std.,  No.  2% . 

No.  10  . 

Choice,  No.  2% . 

No.  10  . 

Bartlett,  Fancy,  No.  2%.. 

Choice.  No.  2% . 

Std.,  No.  2% . 

No.  10,  Water . 

No.  10,  Syrup . . 

No.  10  Pie,  S.  P . 


1.65  1.90 

i’.’3’7’% 

Teo  s.’s’s 


PEACHES 

Fey.,  Y.  C.,  No.  2% . . 

Choice,  No.  2% . . 

Std.,  No.  2% . 

Ex.  Std.,  Slic.  Yel.,  No.  1  Tails 
Seconds,  Yel.,  No.  2%............»- 

No.  10,  Fancy . - 

Peel^,  No.  10,  Solid  Pack.... 

PINEAPPLE 

Hawaiian,  Slic.,  Fancy,  No.  2.. 

No.  2%  . . 

Std.,  No.  2 . - 

No.  2%  . . . . 

Sliced,  Standard,  No.  10 . 

Shredded,  Syrup,  No.  10 . 

Crushed,  Ex.  Std.,  No.  10....„.... 

PINEAPPLE  JUICE 

Buffet  . 

No.  211  . . 

No.  2  . . 

No.  2%  . . 

46  oz . 

No.  10  _ _ 


.70  . 

3.35  . 

Texas 

.  8  2%  .  Z  ". 

”’52%  ".’55 


West  Coast 
Low  High 


1.20  1.20 

1.50  1.60 


Solid  Pack 

.92%  .95 

1.26  1.27% 


CANNED  FRUITS— Continued 


3.90 

.75 

’".97% 

s’.’ii) 


4.00 


.38 

.42% 

.40 

.42% 

With  puree 
.60  .62% 

.60 

.67% 

.65 

.67% 

.65 

.66 

.85 

.92% 

.85 

.90 

.80 

.82% 

.95 

1.00 

.97% 

2.80 

3.10 

2.75 

3.00 

2.75 

2.80 

.40 

.40 

3.00 

3.00 

3.60 

3.00 

3.25 

.37% 

.35 

.40 

.62% 

2.75 

2.50 

2.76 

2.75 

2.80 

.40 

.45 

.40 

.50 

.55 

.60 

.75 

2.75 

3.00 

3.00 

3.25 

2.75 

2.86 

.75 

.66 

-67% 

.90 

.85 

.90 

3.35 

3.75 

2.90 

3.00 

2.90  3.00 

s.’i’s  i"25 


1.66 

1.35 

1.20 


1.70 

1.40 

1.25 


California 


’1.70 

1.65 

1.45 

3.25 

3.50 

5.60 

6.76 

3.26 

3.50 

1.40 

1.45 

1.20 

1.35 

1.10 

1.20 

.77% 

.80 

1.00 

1.10 

4.30 

4.76 

4.00 

4.35 

1.60 

1.80 

1.40 

1.65 

5.85 

6.10 

.62i| 

.72^ 

1.06 

1.60 

2.40 

6.00 


Eastern 
Low  High 


Central 
Low  High 


West  Coast 
Low  High 


FRUITS  FOR  SALAD 

Fey.,  No.  2% . 

No.  10  . 


BLACKBERRIES 

Std.,  No.  2 . 

No.  3  . 

No.  10,  water.... 
No.  2,  Preserved.... 
No.  2,  Syrup . 


BLUEBERRIES 

No.  2  _ 

No.  10  _ 


1.35 

4.85 


1.45 

6.76 


1.46 

6.50 


1.50 

6.00 


2.05 

7.25 


1.10 

s’.’s’o 


2.20 

7.40 


1.16 

Li’s 


CHERRIES 

Std.,  Red,  Water,  No.  2...... 

Std.,  White,  Syrup,  No.  2.... 

Ex.  Std.,  Preserved,  No.  2.. 

Red  Sour  Pitted,  No.  2 . 

Red  Sour  Pitted,  No.  10 . 

R.  A.  Fey.,  No.  2% . 

Choice,  No.  2% . . 

Std.,  No.  2% . 


1.07%  1.10 


1.10  1.20 

6.35  5.50 


1.10 

5.26 


1.20 

6.60 


GOOSEBERRIES 


Std.,  No.  2.. 
No.  10  .... 


RASPBERRIES 

Black,  Water,  No.  2. 

No.  10  . 

Red,  Water,  No.  2... 

No.  10  . 

Black,  Ssrrup,  No.  2. 
Red,  Syrup,  No.  2 . 


STRAWBERRIES 

Ex.  Pres.,  No.  1 . 

No.  2  . . 

Pres.,  No.  1 . 

No.  2  . 

Std.,  Water,  No.  10. 


1.35 

5.00 

2.10 

1.90 

1.80 


2.16 

2.16 

1.85 


1.46 

1.50 

.  1.66 

7.26 

7.60 

6.00 

.  7.00 

.  1.65 

7.26 

7.60 

6.00 

.  7.00 

1.76 

1.40 

1.60 

.  2.10 

.  2.10 

6.26  7.00 


Canned  Fish 


HERRING  ROE 

10  oz . — - 

No.  2,  19  oz. . 

No.  2,  17  oz . . 


LOBSTER 


.70 

1.25 

1.12% 


%  lb . 

%  lb . 


OYSTERS 


Std.,  4  oz. . 

6  oz.  ..........................MMaM........ 

8  oz.  - - - ... - ...... — ... 

Selects,  6*  oz . . . 


6.50 

6.50 

3.25 

3.25 

3.00 

1.96 

1.95 

Sou 

.96 

1.05 

1.00 

.90 

1.80 

2.10 

1.90 

2.20 

1.80 

Northwest  Selects 


SALMON 

Red  Alaskas,  Tall,  No.  1.. 

Flat,  No.  % . . 

Cohoes,  Tall,  No.  1 . . 

Flat,  No.  1 . — 

No.  %  - 

Pink,  Tall,  No.  1 . 

Flat,  No.  % . 

Sockeye  Flat,  No.  1........... 

No.  %  . 

Chums,  Tall,  No.  1 . 

Medium,  Red,  Tall . 


SHRIM7 


No.  1,  Small . 

No.  1,  Medium.... 
No.  1,  Large. . 


SARDINES  (Domestic)  Per  Case 

%  Oil,  Key . 5.45 

%  Oil,  Keyless . 4.45 

%  Oil,  Tomato,  Carton.......... . 

%  Oil,  Carton . 6.00 

%  Mustard,  Keyless .  3.80 

Calif.  Oval  No.  1,  24*8 _  _ 

Calif.  Oval  No.  1.  48’s . 

TUNA  FISH.  Per  Case 

Fey.,  Yel.,  Is,  24’s . . . 

Fey.,  Yel.,  Is,  48’s . .  . 

%8  . .  . 

%8  . .  . 

Light  Meat,  Is . .  . 

%8  - - -  - 


1.16 

1.60 


1.25 

1.76 


1.95 

1.60 

1.60 


1.26 

1.06 

.76 


1.95 

1.60 

1.80 

2.25 

1.30 

1.05 


1.76 

.95 

1.60 


1.85 

.95 

1.75 


Southern 

1.10  . 

1.16  . 

1.20  . 


1.70 

3.25 


1.70 

3.30 


10.00  11.00 
5.75  6.30 

3.90  4.20 

10.00  10.50 


5.25 

3.65 


5.50 

3.85 
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WHERE  TO  BUY 


the  Machinery  and  Supplies  you  need,  and  the  Leading  Houses  that  supply  them. 
Consult  the  advertisements  for  details. 

CANNERY  SUPPLIES.  CORN  SHAKERS. 


ADHESIVES. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Masa. 

ADJUSTERS  for  Detachable  Chaina. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wia. 

AGITATORS 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
Baskets,  Wire,  Scalding,  Pickling,  etc.  See 
Cannery  Supplies. 

BASKETS,  Picking. 

Planters  Mfg.  Co.,  Portsmouth,  Va. 

Riverside  Manufacturing  Co.,  Murfreesboro,  N.  C. 

BEAN  SNIPPER.  Green  String. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BEET  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

BELTS,  Carrier,  Rubber,  Wire,  Etc. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

La  Porte  Mat  and  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BLANCHERS,  Vegetable  and  Fruit. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOILERS  AND  ENGINES,  Steam. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOOKS,  on  Canning.  Formula,  Etc. 

A  Complete  Course  in  Canning. 

How  to  Buy  and  Sell  Canned  Foods. 

A  History  of  the  Canning  Industry. 

The  Almanac  of  the  Canning  Industry. 

All  published  by  The  Canning  Trade,  Baltimore. 

BOX  (Corrugated)  SEALING  MACHINES. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOXES,  Lug.  Field,  Metal. 

Berlin-Cnapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wia. 

BOXING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Wks.,  Westminster,  Md. 

BROKERS. 

Phillips  Sales  Co.,  Cambridge,  Md. 

BURNERS,  Oil,  Gas,  Gasoline,  Etc. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CAN  MAKERS'  MACHINERY. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

CANNED  FOODS. 

Phillips  Packing  Co.,  Cambridge,  Md. 

Phillips  Sales  Co.,  Cambridge,  Md. 

CANS,  Tin,  All  Kinds. 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Philadelphia,  Pa. 

Heekin  Can  Co.,  Cincinnati,  Ohio. 

National  Can  Co.,  Inc.,  New  York-Baltimore. 
Phelps  Can  Co.,  Baltimore,  Md. 

Phillips  Can  Co.,  Cambridge,  Md. 

CAN  SEALING  COMPOUND. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Maas. 

CAN  TESTING  MACHINERY. 

Cameron  Can  Machinery  Co.,  Chicago,  Ill. 

CAN  WASHING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CAPPING  MACHINES,  Soldering. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Capping  Steels,  Soldering.  See  Caimery  Sup. 

CARRIERS  AND  CONVEYORS,  Spiral. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Catsup  Machinery.  For  the  preparatory  work: 
see  Pulp  Mchy. 

CHAIN  ADJUSTERS. 

F.  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

CLEANING  AND  GRADING  MACHY.,  Fruits. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CLOCKS,  Process  Time, 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CLOSING  MACHINES,  Open  Top  Cans. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

CONVEYORS  AND  CARRIERS,  Canners. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

La  Porte  Mat  &  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

COOKERS,  Continuous,  Agitating. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COOLERS,  Continuous. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COPPER  COILS,  for  tanks. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y, 

Food  Machinery  Corporation,  Hoopeston,  lU. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Copper  Jacketed  Kettles.  See  Kettles,  Copper. 

CORN  COOKER-FILLERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CORN  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


CORN  HUSKERS  AND  SILKERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  HI. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  TRIMMERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  HI. 

Sinclair  Scott  Co.,  Baltimore,  Md. 

United  Co.,  Westminster,  Md. 

CRANES  AND  CARRYING  MACHINES. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CRATES,  Iron  Process. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CUTTERS,  Vegetable,  Mincemeat,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  lU. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

DECORATED  TIN  (or  Cans,  Caps,  Etc.). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Philadelphia,  Pa. 

National  Can  Co.,  New  York-Baltimore. 

ENAMELED  BUCKETS,  PAILS.  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

ENSHAGE  DISTRIBUTORS. 

Fr2Uik  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

EVAPORATING  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

EXHAUST  BOXES. 

Ayeurs  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FACTORY  TRUCKS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FIBRE  CONTAINERS  for  Food  (not  hermeticaUy 
sealed). 

American  Can  Co.,  New  York  Ci^. 

Continental  Can  Co.,  New  York  City. 

FILLING  MACHINES,  Can. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berhn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FINISHING  MACHINES,  Catsup,  Etc. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

GENERAL  AGENTS  for  Machinery  Mfrs. 
Berlin-Chapman  Co.,  Berhn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  FaUs,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  HI. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


GLASS  LINED  TANKS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  HI. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

HYDRAULIC  CONVEYING  EQUIPMENT. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 
Scott  Viner  Co.,  Columbus,  Ohio. 
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INSURANCE,  Cann*i«. 

Canners'  Exchange,  Lansing  B.  Warner,  Chicago, 
lacketed  Kettles.  See  Kettles,  Copper. 

JACKETED  PANS,  Steam. 

Chisholm-Ryder  Co.,  Niaq[ara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KETTLES,  Copper,  Plain  or  Jacketed. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Kettles,  Enameled.  See  Glass-Lined  Tanks. 
KETTLES,  Process. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KNIVES,  Miscellaneous. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corooration,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

KRAUT  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KRAUT  MACHINERY, 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

LABELING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Co.,  Westminster,  Md. 

LABEL  MANUFACTURERS. 

Gamse  Litho.  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  S  Co.,  Chicago.,  Ill. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

LABORATORIES,  for  Analyses  of  Goods,  Etc. 
National  Canners  Assn.,  Washington,  D.  C. 

MaK  CONDENSING  AND  CANNING  MCHY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

MIXERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

OYSTER  CANNERS'  MACHINERY. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  C^.,  Inc.,  Baltimore,  Md. 

PAILS,  Rubber. 

Dewey  6  Almy  Chemical  Co.,  Cambridge,  Mass. 
PASTE,  CANNERS'. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 
F.  H.  Langsenkamp  &  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc,,  Baltimore,  Md. 

PEA  HULLERS  AND  VINERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Smtt  Viner  Co.,  Columbus,  Ohio. 

Sinclair-^ott  Co.,  Baltimore,  Md. 

PEA  AND  BEAN  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Rogers  Bros,  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

PEA  CANNERS'  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

Slnclalr'^ott  Co.,  Baltimore,  Md. 


PEA  VINER  FEEDERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

PEELING  KNIVES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  TABLES,  Continuous. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PINEAPPLE  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore.  Md. 

PRESERVERS'  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PULP  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PUMPS,  Air,  Water,  Brine,  Syrup. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEALING  MACHINES,  Box. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SCALDERS,  Tomato,  Etc. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEEDS,  Canners',  All  Varieties. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

SEED  TREATMENT. 

Bayer  Semesan  Co.,  Wilmington,  Del. 

SEWAGE  DISPOSAL. 

Berlin  Chapman  Co.,  Berlin,  Wis. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  Ill. 

A.  K.  Robins  &  C^.,  Inc.,  Baltimore,  Md. 

SHEET  METAL  WORKING  MACHINERY. 
Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

SIEVES  AND  SCREENS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

Sn.KING  MACHINES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

SPEED  REGULATING  DEVICES  (for  Machines. 
Belt  Drives,  Etc.). 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

STENCILS,  Muldng  Pots  and  Brushes,  Brass 
Checks,  Rubber  and  Steel  Type,  Burning 
Brands,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


STIRRERS  FOR  KETTLES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

STRING  BEAN  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

.  ^'^'afsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SYRUPING  MACHINES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

E.  J.  Judge,  Alameda,  Calif. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Glass  Lined,  Steel. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

TANKS,  Wooden. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

«  ^;*n*3senkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  CANNING  MACHINERY, 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

,  S’  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  JUICE  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  PEELING  MACHINE. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn 
D.  Landreth  Seed  Co.,  Bristol,  Pa. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

TOMATO  WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VACUUM  PANS 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

VEGETABLE  CUTTERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VEGETABLE  PLANTS. 

Omega  Plant  Farms,  Omega,  Ga. 

VINERS  AND  HULLERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 
Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

WASHERS,  Can  and  Jar. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

WASHERS,  Fruit,  Vegetabls. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  ni. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Scott-Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

'The  United  Co.,  Westminster,  Md. 
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AVARS  IMPROVED  UNIVERSAL  TOMATO  FILLER 

also  For  Cut  Strins  Beans 


JUICE 

ADJUSTMENT 


0  For  Filing  Whole  Tomatoes. 

#  Measures  each  can  full  alike  with¬ 
out  crushing. 

#  Measured  amount  of  juice  deliver¬ 
ed  in  empty  can. 

0  Shaker  Fruit  adjusting  plate. 

0  Compression  adjustment. 

%  Can  adjust  to  any  weight  desired. 

Prices  on  request. 

AVARS  MACHINE  COMPANY 

SALEM,  NEW  JERSEY 


PLANTS 

OF  THE 


PHELPS  CAN  CO 


MANUFACTURERS  OF 

TIN  CANS 

CAPACITY  600  MILLION  CANS  PER  YEAR 

V  MAIN  OFFICE 

BALTIMORE  MD.  . 


WEIRTON.W.VA 


WE  REPEAT 


PHOOOCTION  COST 


"BL 

li 


m 


m 


OD 

LS” 


is  a 


POINT 


in  the 


PRICE  LINE 


below  which 


One  May  Not  Go 
and  Maintain 


QUALITY 


‘‘Any  cheap  seed  will  grow. 

It^s  field  performance  that  counts’’ 


Rogers  Bros.  Seed  Company 

308  W.  Washington  St.  Chicago,  Illinois 


PEAS 


SWEET  CORN 


BEANS 


